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ORDER FROM YOUR DISTRIBUTOR 


ATLANTA 
Melvin S. Roos 


BALTIMORE 
William’s Corp. 
BOSTON 
Eastern Displays, Inc. 


BUFFALO 
Samuel C. Dutch & Son 


CHICAGO 
Hecht Fixture Co. 


CINCINNATI 
General Display Corp. 


CLEVELAND 


Pribil Display & Sup. Co. 


DENVER 
Walter W. Martin 


DETROIT 


The Art Products Mfg. Co. 


Ke) 


KANSAS CITY 
National Equip. Co. 


LOS ANGELES 
Grossman & Silvers, Inc. 








MIAMI 
Samuel C. Dutch & Son 
MINNEAPOLIS 
L. E. Hier Display Equip. Co. 
NEW ORLEANS 
Gulf States Display 


PHILADELPHIA 
Naythons Display Fix. Co. 


PITTSBURGH 
DeWeese Display Equip. Co. 


PORTLAND 
Northwest Display Equip. 


ST. LOUIS 


Midwest Display Equip. Corp. 


SAN FRANCISCO 
Kehoe Disp. Fixture Co. 


MONTREAL 
Miller’s Display Fix., Reg‘d 
HONOLULU 
Bader and Co., Hawaii 


NEW YORK 
43-51 West 36th St. 


She Nation-Wide 
Dishlay Service 


Visit Rooms 1-2-3-4 


(Mezzanine Floor—Sherman Hotel) 


FOR 41'S OUTSTANDING 
l. A. D. M. CONVENTION DISPLAY 


See the newest and best in Mannequins, Forms, 
Racks, Lucite Creations, Metal and Wood Fix- 
tures, Composition Displayers, etc. . . . All pro- 
duced under one roof by the world's largest 
manufacturer of display equipment. We'll be 
there early! So don't delay! Make sure your 
visit pays—by viewing the many new units 
Korrect-Way has created to help put your dis- 
plays "way out front" in sales and profits. 


YOUR KORRECT-WAY DISTRIBUTOR 


will be on hand to greet you! 





THIS CHRISTMAS 


Yes ...Dumbo is Walt Disney’s new circus picture...a full-length feature motion picture 


production in technicolor. It’s the greatest of all Christmas attractions for toyland and 
windows ... exclusive to one good store in each city... DON’T MISS IT. All promotion 
materials needed for Windows ...Interiors ... Toy Section . . . Walk Around... everything 
from Comuras to Complete Mechanical Attractions. 


If you can’t see it sooner be sure to do so at the |. A. D. M. Convention. 
Chicago, June 23 - 24-25. Arrange appointment NOW 


W. L. STENSGAARD & ASSOCIATES, INC. 


Oakland CHICAGO New York 
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(ora Scovil announces... 


effective June 2, 1941, Cora Scovil Manikins and all 
Cora Scovil Creations hitherto distributed by James 


B. Williams Inc. will be distributed exclusively by 


VAZAM UNC. 


Cora Scovil, President 


304 East 45th Street, New York 


New fall models will be introduced simultaneously 
at the convention and in the New York Studios. 
Immediate deliveries. See the Cora Scovil display 
at the Convention of the International Association 


of Display Managers... Hotel Sherman, Chicago, 
June 23rd through June 25th 
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"Going back ten years, | find that at that time 
we were allocating slightly better than 5 per cent 
of our entire budget to display material. Now 
better than 13 per cent is extended; 70 per cent of 
our display appropriation is devoted to material 
for windows and 30 per cent is set aside for interior 
displays. | believe that these figures indicate our 
appreciation of the value of effective displays.""— 
R. M. McCreight, sales and promotion manager, 
Swim Suit Division, Jantzen Knitting Mills, Portland, 
Oregon. 


OUR NEXT ISSUE 


With the July 15 issue of DISPLAY WORLD comes 
a complete report on the Chicago convention of the 
International Association of Display Men. If you 
were fortunate enough to attend, you will welcome 
this report to refresh your memory of the educa- 
tional sessions and entertainment features; if you 
could not attend—you will find everything of import- 
ance condensed for easy reading, with important 
addresses given in full. . . . The regular DISPLAY 
WORLD features will appear as a matter of course. 


THE COVER 


This striking display is the work of J. E. 
Vent, Rike-Kumler Dayton, 
Ohio. Highly dramatic in nature, the 
setting involved side-walls in a shade of 
light the background of 
black Careful spotlighting 
brought out the principal features of the 


Company, 


yellow; was 


velvet. 
window. The giant hands were of plaster 


in a natural finish. 
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W. M. ZEPPEN-FIELD of HOLLYWOOD 


You are cordially invited to visit our large exhibit on Mezzanine 
Floor, also Parlors L & K, at International Association of Display 
Men Convention, Hotel Sherman, Chicago, June 23-26, 1941 


MID-WEST SHOWROOM STUDIO & SHOWROOM 
i coarse W. M. ZEPPEN-FIELD STUDIOS 
; 1057 NORTH LA BREA AVE. 
209 S. State St., Chicago, Ill. HOLLYWOOD. CALIFORNIA 
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Wider Uses For Blastics 


Whimsical transparent animals that doubl- 
as display platforms, crystal-clear sheets cut 
to resemble hands and legs, figures of bent 
rods, tables and torms and racks and signs 
and cutout letters—all 
cated from a material clearer than glass but 
less than half its and almest im 


possible to break— 


formed and_ fabri- 


weight 


That's how the display industry adopted 
materials of recent 


display 


one of the really new 


years—acrylic plastics. Few mate- 
warmer welcome, for 
few materials combined unobtrusive- 
with formability strength to the 


same extent as does this tough, light-weight 


rials have received a 
have 
ness and 
and optically-clear plastic. 

This clarity of 
makes it the standard material 


acrylic plastic — which 
for turrets, 
enclosures, and windows of bombing and 
fighting planes - that it 
structs the shopper’s view of the merchan- 
And although it does have 
a certain sparkle, it never overshadows even 
the most delicate articles, nor is the problem 
of color harmony ever involved. 

Another this 
of special interest to displaymen, is its abil- 
light—carrving it 
through even a bent rod or sheet to emit it 
wherever the surface 


means never ob 


dise it displays. 


property of acrylic plastic, 


ity to “pipe” or con luct 


at an end or edge or 
is incised. This phenomenon—which has not 
yet been put to use to any extent in 
conjures up visions of dra- 


great 


display work- 


By D. S. FREDERICK 
Rohm & Haas Company, Philadelphia 


matic Ughting possibilities, particularly for 
night windows, as well as other uses based 
light 
minated lettering on clear sheets, 
stunts. The explanation is that 
light is reflected internally from the polished 


on hidden sources, mysteriously illu 
and similar 
technical 
surface of this plastic to emerge only at a 
\cryl-c 
i light conducto 


roughened surtace. plastic is tat 
more effective than glass as 
because it is actually more transparent. 
Let’s see what display manutacturers hav 
done with this plastic to date. In the field 
there are a number o 


ot display fixtures 


holders and stands made ct Plexiglas 
when heated to 


Fahrenheit, can be bent 


racks, 


rod stock, which, approxi 
mately 220 degrees 
wrapped around other rods or formed 


When it cools, 


the rod holds the shape imparted to it and 


easily, 
into abstract display figures 


iorms extremely strong structural members 
For example, L. A. Darling & Co. 
handkerchiet displays of rods in the 


makes 
torm 


—The use of acrylic plastics is rapidly being 
extended in the display field. Typical exam- 
ples of how this crystal-clear material is being 
used are pictured here . . . Top row, left to 
right, by Korrect-Way Display Products, St. 
Louis; Scheuer Art Metal Mfg. Company, New 
York City; L. A. Darling Company, Bronson, 
Mich .. . Lower row, two displayers by Cyrille 
Steiner Studios, New York City, followed by 
two units by Schever Art Metal Mfg. Co.— 


oft an abstract kneeling figure, while Scheuer 
\rt Metal Mfg. Company, Jas. B. Williams, 
Company, National 
Korrect-Way 


fixture 


Inc., Crystal Fixture 
Form & 


Display 


Fixture Company, 


Products, and other leading 


manufacturers offer a variety of twisted 
stands, sign holders, tables and racks mad 
of rod-stock. In many cases, designers hay 
merely substituted the plastic for other mate 
rials such as metal without capitalizing on 
its inherent properties, but there is a grow 
ing tendency toward doing things with this 


plastic that can not be done with other mate 


rials For example, these rods can b 
drilled, tapered, pointed, cemented, notched 
twisted, grooved and sanded—all of which 
offer new design possibilities 


Plastic sheets are also widely used in fix 


ture design. Cut into various shapes with 


ordinary woodworking tools, the sheets can 


also be heated and formed into a variety 


of shapes such as leaves, hands (for glove 


display), scrolls, palettes, and abstract forms 


for displaying jewelry, neckwear, shoes, 
handkerchiefs, beits, etc. Molds for such 
forming operations are usually of cloth 


covered wood or plaster, since the sheets are 


quite limp when heated and require very 
little pressure. 

Very tew limitations are placed on the 
designer by acrylic plastic sheets. For ex 


ample, Frederick Weinberg & Co., Philadel 


[Continued on page 68] 











DISPLAY WORLD 


JUNE, 194} 


Special Promotions Rule 
Los Angeles Windows 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 





In one of those economic upheavals which 
follow inevitably in the wake of modern 
wars, California is rapidly becoming the 
stvle center of the world. In order to de- 
velop greater public recognition of this fact, 
civic organizations of Los Angeles pro- 
claimed May 12-17 as “Los Angeles-Made 
Week.” During this promotion, the depart 
ment store window displays had a tremen- 
dous_ task to impress upon the minds 
of merchants and consumers the variety and 
volume of products made locally. 

Following on the heels of “Los Angeles- 


Made,” came the vacation theme to the 
windows. The vigorous new fashions lured 
the younger set home from school and into 
the open air beside the blue Pacific 
or high in the Sierras for mountain thrills. 
Also the “sport of kings” heralded its new 
opening at Hollywood park. Events which 
always inspire many new _ fashion crea- 
tions, Cotton week and straw hat week like- 
Wise came along to share this month's dis- 
play spotlight. 
Barker Brothers paid tribute to “King 





all 


Cotton” in an excellent Cotton week prom: 
tion window, illustrated on this page. Dis 
play Manager J. Roy Stewart used as hi 
theme, “Portrait of a Mattress.’ On th 
background was a large picture frame, mad: 
entirely of cotton. The “portrait” was 


mannequin lying atop the mattress. Thi 
figure was garbed in an attractive evening 
gown. The material was, ingenious] 


enough, of the same material as that which 
covered the mattress, as were the drapes 
at each side of the window. The floor of 


















the window was completely covered with 
sheets of raw cotton. Individual ‘cotton bolls 
were amusingly designed to appear as people, 
the leaves becoming hands, feet, and eyes 
and mouths. These bolls were standing, sit- 
ting, or performing antics all over the cot- 
ton floor. Coiled mattress springs were 
tossed about here and there. This window 
was brilliantly illuminated. 

The May Company, with Carl W. Ahlroth 
as display manager, had a very interesting 
series of windows whose theme was “See 
California First.” The window pictured on 
page 7 is an example of that series. A ver) 
large pair of sun glasses was in each win 
dow. Individual water-color paintings took 
the place of the lenses. The paintings fol- 
lowed the window atmosphere, whether tt 
was dude ranch togs, bathing apparel, o! 
evening wear shown. The dude ranch wi 


! 


dow of this series had a clever card read 


—Upper left, from Desmond's-Wilshire. 

Center, by Harvey Pettit, J. W. Robinson Com- 

pany. . .. Left, by J. Roy Stewart, Barker 

Brothers. . . . (All photographs by courtesy of 

"Dick'' Whittington, Photographers, Los An- 
geles)— 
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—Right, by Nelson J. Dexter, |. Magnin's. .. . 

Center, by John Cook, Coulter Dry Goods 

Company. .. . Below, by Carl Ahlroth, The 
May Company— 


“Corral yourself for a good time in dude 
ranch clothes.” The bathing window placard 
read ‘“White-caps with sea-blue bathing, 
steal the summer scene.” The window illus- 
trated here used two mannequins to display 
evening wear “Romanticized for summer 
nights.” The frames of the large glasses 
were painted in pastel colors to match the 
apparel. In the wake of the new era of 
femininity in dress, these costumes for the 
evening hours hit a new high in glamorous 
chic as well as casual comfort. A cut-out 
little traveling man was in each window, 
enjoying himself immensely in every scene. 
The first window pictured here is from 
Desmond’s-Wilshire. Six windows were de 
voted to a very unusual and striking presen- 
tation to usher in Straw Hat week. Hanging 





from the center of each of the six brightly 
illuminated windows were separate, huge 
letters spelling out the word “Straws.” The 
letters were of block type and were made ot 
bamboo. From the ceiling of each window 
were suspended large palm leaves of straw. 
On the floor was a treasure chest partly 
buried in sand, with several straw hats in 
the chest; on the lid were the words 
“Treasures from the Tropics.” A clevet 
window placard made of straw and covered 
with cellophane read, “Style Throws a very 
cool shadow in new straw hats for sum- 
mer.” A breezily dressed mannequin, ac- 
cessories for his outfit, and tropical shrub- 
bery rounded out the window. In the win- 
dow illustrated, the letter “S” is shown. 


“Go vacationing Magnin dressed, stop and 
play at your favorite resort.” This was the 
theme of the “Stop and Go” window at I. 
Magnin’s, presented by Nelson J. Dexter, 
display director. The simplicity of the win- 
dows attracted considerable attention from 
shoppers. In each was a gaily colored trat- 
he signal made of a cardboard tubing and 
wood. In a “Stop” window the red light 
Would be on, the flag illuminated, and vice 
Versa. The fashions were for travel and 
I 
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The window shown in the center of page 6 
was conceived by Harvey Pettit, of J. W. 
Robinson's, and featured women’s apparel, 
“Los Angeles-Made.” The window card 
read, “From 1,500 to 2,000 buyers, repre 
senting merchants in all sections of the 
country, come to Los Angeles twice yearly 
for market week.” This window is an ex- 
ample of the part window displays played 
in the promotion of “Los Angeles-Made 
Week.” In the presentation, two manne 
quins are in a vacation scene, surrounded 
by flowers and shrubs \ very realistic 
fence and several rocks made ot papter 
mache completed the window. 

“I'm off to see America,” in smart sport 
clothes, was the theme of the women’s weat 
window by John Cook, Coulter’s-Wilshire, 
seen on page 7. This display was very 
modern in its design and when looking at it, 
the shopper could not help from thinking in 
terms of a trip to the sea, the mountains, 
or across the plains to national parks. The 
chiet fashion item shown in this window was 
denim. In local display circles, denim has 
been shown to advantage in every. style 
from the rough and tumble western design 
to the military. 
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All Roads Lead Io Chicago 


The heading above is true: all roads will 
lead to Chicago during the annual conven- 
tion of the International Association of Dis- 
play Men, to be held at the Hotel Sherman, 
June 23-26. The Chicago Display Sales 
Promotion Club has been working like 
beavers to assure one of the greatest con- 
ventions ever held in the long history of the 
association. Nothing has been neglected, 
either in entertainment or education. 

It is fitting, therefore, that we let Les 
Barofsky, chairman of the publicity commit- 
tee, bring us up to date with regard to the 
(Editor's note: The complete 
program, with the exceptions which follow, 
was published in DISPLAY WORLD for 
May.) 

“We here in Chicago are leaning back in 
our chairs, putting our feet up on our desks 
and looking up at the calendar on the wall. 


program. 


The first of June is past and all the founda- 
tion work for the greatest convention yet 1s 
now finished. Now we'll take a breathing 





By JOHN L. KING 


Managing Director, |. A. D. M., Washington 


spell until our honored guests begin to ar- 
rive. From here on in it will be an easy 
task because it means building our super- 
structure of good will and friendship on a 
well-built, firm foundation, and everyone 
knows how really simple that ts. 

“We have put our complete program of 
events through the most vigorous of tests 
and rebuttals—and they have all passed 100 
per cent. Our speakers have been hand- 
picked and we know they are ‘the cream of 
the crop. We know we are to be honored 
by their presence from the opening invo- 
cation by the well known and greatly loved 
Bishop Waldorf through addresses by our 
Mayor Kelly, George Gaw, Elmer Stevens, 
our own inimitable local president, George 
Hermanson, and the nationally known presi- 
dent of the I. A. M., Joe McCann, as well 
as many more outstanding and interesting 
men, including Maurice T. Reilly, one of the 
nation’s top execntives in advertising and 
market research. We know all these greats 


—''Worth remembering!'"'— 


of today will not allow you to be bored on 
second. We know the knowledge — the 
preach is beyond purchase, and we knovy 
definitely you will be entertained as wel 
as informed. So you see we know—and now 
we want you to know. 

“We welcome you all to Chicago, to ou 
cocktail party, to our moonlight boat cruis 
to our banquet and hospitality. We exten 
a welcoming hand to you, to your ladie:s 
and to your many friends. Come to tl 
greatest convention yet! 

“Just a few highlights on some of. th 
leading speakers: Elmer T. Stevens is on 
of State street’s most respected merchants 
As president and general manager of Chas 
A. Stevens Company he has a long record 
as a successful retailer. His interest and 
activities in civic affairs have been a lit 
long habit. He is a member of the Chicago 
Plan Commission and president of the Stat 
Street Council. He has a lively interest in 
display and his talk should prove one of the 
high spots of the program. 

“Harry Harringer, director, Color Re 
search institute, will collaborate with George 
D. Gaw, the institute’s president, in an un 
usual program feature. Harringer is rec 
ognized as a leading colorist and color spe- 
cialist and is America’s foremost authority 
on the Ostwald theory of color. He is the 
only colorist in this country who has actually 
developed, in pigments and paper, the ful 
range of Ostwald colors—680 in number. He 
is also a designer and illustrator of note 

“George D. Gaw’s” research activities 


have included a great deal of work in color 
harmony and in the emotional phases of ad 
vertising as they affect human beings. It 
is this side of color in which he is recog 
nized as an authority. Visitors to Chicago 
will remember him as ‘Greeter’ Gaw, a tit! 
affectionately bestowed on him .\by Chicago 
newspapermen during the years he served 
the city as chairman of the official receptior 
committee. 

“Gene Flack, of the Sunshine Biscuit 
Company, once heard is never forgotten 
He has spent the last twenty-five years 
studying, practicing, and preaching sales 
manship. As many as 25,000 people have 
attended meetings at which he spoke. He 1s 
nationally known for his famous ‘one-ma1 
floor-show.”’ 

Among the additions made to the program 
as first published in the May issue of DIS 
PLAY WORLD is a service of round-tabl 
meetings. These are scheduled as follows 
Monday, 2:40 p. m. 

National Achievement contest. 

Monday, 3:40 p.m. Discussion of the Mat 
ufacturers’ Award of Merit contest 
1942. Carl V. Haecker, Montgome! 
Ward & Co., Chicago, chairman. 

Tuesday, 2:40 p. m. On completion oi t! 
book, “Evaluation of Window Display 
Vernon Jones, chairman. 


Tuesday, 3:40 p. m. Educational progran 


Planning for the 1942 
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Everett W. Quintrell, Elder 
Company, Dayton, chairman. 
Tuesday, 8:00 p. m. Installation group. 
Wednesday, 2:40 p. m. 
resentatives of local clubs, for planning 
with the 


& Johnston 


For officers or rep- 
cooperative work assistance ot 
the I. A. D. M. 
Wednesday, 3:40 p. m. 
10:00 a. m. 


Utilities group. 
Thursday, Resolutions com- 
mittee. 

Where not already announced, the chair- 
round table will 
be elected at the Board of meet- 
ing preceding the convention. At this same 
meeting, committees will be formed on _ re- 
following 


man of these discussions 


Directors 


search groups to study the lines 
work, individually : 


shoe 


of display department 


store group, group, women’s wear 
group, display manufacturers group, furni- 
ture group, jewelry group, hardware group, 
grocery group, drug store group, men’s wear 
group. 

Among the changes on the program is the 
addition of an address by Frank G. Bing- 
ham, Robertson Brothers, South Bend, 
column, “Think This Over,” 
larly in DISPLAY WORLD. 
at 10:20 a. m., Tuesday, June 24. 

already 
Information program. set 
for 1:50 p. m., Wednesday, June 25, are the 
Jack Pollari, Madigan Brothers ; 
RR. © 
Edison Company ; 


Inc.: 


whose 
appears regu- 
He will speak 
Added _ to 
appearing on the 


those listed as 


“Display Quiz” 
following: 
Eleanor Gullet, Gorham-Spaulding ; 
Johnson, Commonwealth 
Ik. J. Berg, Durable 
Pizer, De Mets 
Bowen, The Hub. 
J. B. MeCann’s program as outlined for 
ext year will give the I. A. D. M. a big 
job to do. As you will note under “Round 
planned for our national 


Displays, Jerry 


Candy Company; G. C. 


ible discussions” 
mvention, we have mentioned planning for 
e 1942 National Achievement 
irastic changes were made this vear elim- 
twenty-nine of the 
ich offered competitive prizes for various 


contest. 


ating classifications 
these prizes were of- 
The re- 
Its of this year’s contest offer the only ac- 
ate method of checking on whether all 
changes warranted or not. 
is round-table should take up these mat- 


pe window displays; 
ed for interior displays instead. 


those were 
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—Although practically every member of the 
Chicago club has worked long and hard for 
the success of the I. A. D. M. convention, these 
"Toiling Six'' deserve especial tribute; space 
does not permit listing all that they have done, 
but it is enough to say that they have given 
unstintedly of their time and effort. Left to 
right, George Hermanson, Republic Stores, 


and president of the Chicago group; Phil 
Goldberg, Schack Artificial Flower Company; 
Jack Pollari, Madigan's; Carl Gestrine, Butler 
Brothers; Les Barofsky, Morris B. Sachs Com- 
pany; L. J. Dwiggins, Reyburn Mfg. Company— 


ters and will be furnished with the facts in 
order to determine just how the 
next 
Possibly 


classifica- 


tions for vear’s contest will be = ar- 


ranged. some of our competitors 
for display achievement prizes have not ap 
proved some of the changes that have been 
made. This meeting will offer them an op 
portunity to voice their opinions and to aid 
in providing the arrangements and classifi 
cations for next vear. 


decided 


various 


Detroit it that 


merit be 


Last year in was 


an award of issued to 


manufacturers who have excelled in_ the 
quality or type of display they have planned, 
supplied throughout — that 


committee 


constructed = or 
This 
under the 
friend, Carl Haecker, Montgomery 
The intent of 
competition 


vear. was done throveh a 
amiable 


Ward & 


this meeting ts 


chairmanship of our 
Co., Chicago. 


to create rules” of covering 


manutacturers awards and to determine 


what these awards shall be. 


Another tremendously important meeting 


will be witnessed at the Round Table discus 
sion covering education, under the direction 
of that 
Everett W. Quintrell, one of the 
of the I. A. D. M., and display manager fot 
The Elder & 
This committee 
weeks contacted the supervisor of distribu 
education in forty-eight 
order 


exceptionally capable gentleman, 


directors 


Johnston Company, Dayton. 


has within the past few 


tive each of our 


states in to ascertain which of those 


states already have courses in schools and 


colleges dealing with display; in the re 


maining states, which have not as vet insti 


tuted this branch of learning in their sys- 


tem, Quintrell has endeavored to stimulate 
interest. Many of our members have acted 
as instructors for these 

It is not only 
the 1. A. D. M. regard what 
in display as and 
compilation of data supplied by these vari- 


courses. 

a duty but a necessity that 
is being taught 
important, through the 
provide the text that is be- 
that it true 
presentation of display methods, results, and 


ous instructors, 


ing distributed so conveys the 
requirements. Those who take these courses 
can thus be educated to the fact that display 
advertising which 
dollar 
any other type of advertising. 
\ round-table under the chairmanship of 
Vernon Jones on the completion of the book 
Window Display” should be 
to all engaged in the dis- 
This is so close to the 
to deter- 
mine starts 
and the stated, 
a number of our members have been instruc- 


is the medium of pro- 


duces more results per spent than 


“Evaluation of 
ot great interest 
play 
“Educational 


protession. 


Program” it is hard 


exactly where one committee 


othe \s previously 


stops 


tors for various schools and colleges. One 


of the outstanding examples of this has been 
our I. A. D. M. 
Joseph 


director in) Birmingham, 
\polinsky, who has been so generous 
lectures in 
offer 
this 
Dis- 
two 
standstill 
We are hoping now to proceed 


as to publish the text of his 
DISPLAY WORLD and in that 
them to the public. The first 
“Evaluation of 


way 
part of 
book on the Vindow 
play” 
years ago but it 


was well accomplished some 


has been at a 
since then. 
with the composition of ideas required for 
the second part of the book, as outlined at 


the New York 


this we would 


convention. 
like to add parts 
educators in the 


To accomplish 
from the 
dis- 
play well 
make up their minds today that display is no 


teachings of various 


protession. Displaymen may as 
longer that which may be learned only from 
actual practice and practical experience; it 
through the 


is becoming established evolu- 


tion of educational endeavor as one of the 


protessions whose fundamental importance 


shall be determined by the analysis of the 
prospective consumer. There is little doubt 
in the minds of those well acquainted with 


the display industry that if the book on the 


[Continued on page 83] 
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June In Chicago 





June, perennially lovely, dances on, trailing 
behind her the fresh scent of green things 
growing, a rainbow of flowers and the true- 
blue promise of another glorious summer. 
It's high time to be chucking the blankets 
into moth balls and any dark brown thoughts 
right along with them 

This is what Chicago displaymen are ap 
parently trying to tell their passing au 
diences in sO many inspiring stories without 
words. With few exceptions, the “pictures 
under glass” this month are their own ex 
cuse for being, so that onlookers must 
scarcely be aware that they are being ap 
les angle. Which to us 


means “good box office 


proached from a sa 


\ restful simplicity keynoting the picnic 
window done by Sears Roebuck & Co.’s John 


Courtney makes you want to pack a lunch 


By KENDALL HULL 


Fred Kuehn & Co., Photographers, Chicago 


basket and step right inside. Centered 
against chaste white walls is a lone giant 


of an oak tree, built in the best back-stage 


manner and surrounded by semi-circular 


park seats. A grassy plot completes the 
background for the slack-suited mannequin 
come to play. Popping out of a fitted picnic 
hamper is a pretty plaster head calling at- 
tention to a tie-about turban and some out- 
door beads. A scart falling over the side of 
the basket harmonizes gaily with a striped 
summer purse and a pair of sport oxfords. 
Tennis racket, radio, darts, and another set 
of play clothes complete the display shown 
on this page. 


Two clever presentations of J. R. Cooper 
Mandel Brothers, both pictured, are being 
justly rewarded with capacity audiences 
One, dramatizing pottery dinnerware, i: 
dominated by seven pink-painted barrels o 
assorted sizes, overtipped, upright and _ in 
suspended pouring positions for variety 
steeped in excelsior and strewn with arti 
ficial flowers. A rough-hewn wooden sign 
post carries a card reading “For Informa 
Meals Indoors or Out Set Your Table with 
Pastel Poppy Trail Pottery from California.” 
Ceiling ropes used in securing the hanging 
barrels add interest to the composition. 

Sipping sodas through a straw is a quart 











tette of summer-togged teen-agers in. the 
other Mandel display, portraying a realisti 
fountain, counter stools, and ice cream 
tables. The to-do is all about a “Cool Con 
coction for Summer Charm. Raspbert 
Ice. . . . Delectable Soda Fountain Color 
for Wear with White,” a pair of hand 
illustrated placards surrounded by pretty 
warm-weather accessories explains. Charles 
of the Ritz cosmetics titled “Raspberry Ice” 
are also featured. Vertical flats covert 
with wall paper in a climbing vine design 
place the accent on summer, as lavender and 
vellow spots create a sunny atmosphere 
One of the most interesting series of cul 


—Upper left, by John Courtney, Sears Roe- 
buck & Co. State street store. . . . Center, by 
Les Barofsky, Morris B. Sachs Company. 
Left, by J. R. Cooper, Mandel Brothers. 
(The center photograph is by courtesy of 
Schack Artificial Flower Company, Chicago. 
All others by courtesy of Fred Kuehn & Co., 
Chicago)— 
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—Right, by J. R. Cooper. . . . Center, by Paul 
Wertz, The Fair. . . . Below, by J. W. Camp- 
bell, Carson Pirie Scott & Co.— 


rent Chicago windows is pictured in the 
center of page 10. By Les Barofsky, Morris 
B. Sachs Company, the windows were “zoo- 


logical” in nature—each having an elephant, 


hippo, or bear as atmosphere, plus bars and 
other zoo equipment. Especially made fot 
this group of displays, the animals drew 
crowds morning, noon, and night. 

Sunshine from yellow floods bathes a_ bil 
lowy expanse of printed dress materials 
looped from blossoming branches in a_ fine 
display created by Paul Wertz, The Fair. 
One life-size mannequin is draped in the 
ends of several bolts of silk and five Lillipu- 
tian ladies are “up a tree” and underneath 
it. The group is outfitted in round-the-clock 
costumes of striped, flowered and sheer em- 
broidered stuffs; cards and fashion maga- 
zines are spotted over the grass-covered 
floor. The window is illustrated. 

“Balalaika” by Lucien LeLong inspired 
another State street series by Carson Pirie 
Scott & Co.'s inexhaustible producer of 
novel windows, J. W. Campbell. In the 
window pictured here, appropriate atmos 
phere for the attractively packaged perfume 
and other toiletries is created by a_ long- 
handled fringed silken parasol decorated 
with Russian figures and anchored slant 
wise to the floor. Over the handle is a cas 
cade of frail sheer material before which sits 
a languid mannequin in a dinner frock of 
peasant influence. Beaded ropes festooned 
from the parasol’s ribs and handles serve 
as swings for engaging little yarn peasant 
dolls, some of which have succeeded in 
climbing aboard the glass cosmetic display 
shelves and even onto the wires suspending 
the shelves from the ceiling. Cut-out letters 
marching across the front area form the 
word “Balalaika.” Captions read “Carson 
Pirie Scott & Co. proudly presents ‘Bala 
laika,”’ and “Soft Sand is your Clare Pot 
ter Gown for summer nights.” 

Not pictured but worthy of mention is a 
boudoir corner set up on the Madison street 
side of the store, captioned “Sleep Lightly 

in the sheerest of gowns colored as the 
season around you.’ Centered in the dis- 
play is a white net-skirted vanity table 
topped by an oval pink-framed looking-glass 
and bearing a collection of Helena Ruben 
stein’s “Apple Blossom” dainties, and a glass 
swan powder box. Behind the vanity is a 
sheer-curtained cross-paned window. with 
floor-length draperies of mauve _ taffeta. 
Plastic and ribbon covered hangers attached 
to the back curtains or suspended in mid-ait 
by visible wires hold pretty gowns of yellow, 
rreen, pink and lavender. 

“Gabardine Gamut ... a Specialty of the 
House” reads the legend on a neatly lettered 
poster in a relax-and-be-comfy window done 
by Michael Michele, Saks-Fifth Avenue (the 

splay is not pictured). Slacks and shorts 

deled by a standing and a seated figure 

e set off by a modernistic shelf arrange- 

ent of wood backed by wire net on which 

weed motif has been painted. Aquarium 
wls scattered through the shelves con- 
in real goldfish. Shoes, bits of informal 
velry, flowers and belts fall where they 
y upon the background set. 
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PROMOTIONS 


. ‘ |. In this sketch the decorative unit tc 

by {outs Gehring the left suggests a harvest note tied ir 
with the last of summer's memories; it i 

Display Designer and Consultant, New York City a splendid accompaniment to your earl, 


pre-fall promotions. To the right, th 





informal corn study further points to a 




























exciting season ahead. 


2. A good way to display your August 
sale of branded shoes is to use the larg 
shoe illustrated; it can be made of wa 
board covered with patent leather, and 
bearing blow-ups of your line of shox 


trade marks. 








3. A delightful way to lend atmo 





phere to your August summer sales is to 
use cut-out letters decorated with Black 
eyed Susans or other colorful daisies. 
This idea is suggested for either windows 


or interior. 


4. Try this idea in selling shirts. A 
giant-size shirt may be made of wall 
board covered with white broadcloth. 


Snappy miniature cut-out figures point to 

















nM 


ry 
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FOR AUGUST 


the important selling points. Display 


shirts in an interesting arrangement. 








5. Here is a simple sport shoe unit 


constructed of wall board or fir plywood 


and covered with colored crash fabric. 
A simple line illustration can be painted 
on the panel. A cloud formation makes 


an ideal copy card. 








6. This unit is constructed of fir ply- 





wood and varnished to show the natura! 





grain. In back of the panel and partly 
framing it runs a strip of fabric material. 


This fabric is further carried out in the 











circle which serves to feature shoes that 





are cut out and covered with leather. 





Copy in cut-out letters. 











7. This sketch is an emphasis on the 


difference between good tailoring and 





faulty tailoring. Display two suits that 
will best tell the story and have copy 
balloons point out and compare their 


differences. 
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elated Item Display 


It is generally conceded by manufacturers 
and retailers that display is one of the most 
potent forces in retail merchandising today. 
Of course, there are all kinds of displays. 
The success of a display can not be meas- 
ured by the cost of materials and sets. It is 
the drama and coordination of display with 
advertising and stocks of goods at the point 
Too often display is 
follow 


of sale that counts. 
planned and executed without the 
through so necessary to make it work. 

Though display is primarily a retail func 
tion, many manufacturers enter the picture 
by providing all sorts and manner of display 
fixtures, posters, and what-not to gain prom- 
inence for their products at the point of sale. 

It is only natural for a manufacturer of 
national brand merchandise to want his 
product out front where customers can see it. 

\ manufacturer of national advertised 
brands is really in a precarious spot. He can 
develop the finest merchandising program, he 
can conduct great advertising campaigns to 
reach the consumer; he can even get the 
consumer to want his product. But when the 
merchandise reaches the retail store, the 
manufacturer loses control and what happens 
to the merchandise from that point on can 
determine the success or failure of a prod- 
uct. 

Since the success of a manutacturer de- 
pends on the success of his dealers, Cluett, 
Peabody has always followed a_ policy to 
help the dealer move goods from his shelves. 

True, consistent national advertising cre- 
ates consumer demand for Arrow products 
and is a potent force in moving goods; how- 
ever, we felt something more should be done 
to help the dealer in the way of display at 
the point of sale to increase sales and 
profits without resorting to high pressure 
selling. 


By A. O. BUCKINGHAM 


Vice-President and Director of Advertising 


and Market Research 


Cluett, Peabody & Co., Inc., New York City 


We realized that much had been said and 
retail sales promotion but 
found only 
aroused as 


written about 
looked for facts we 
platitudes. With our curiosity 
to what happened to our merchandise in 
engaged industrial engineering 
retail research 


when we 


stores, we 
specialists in the field of 
to study a selected group of test stores from 
coast to coast, and while we were about it, 
we decided that there were a lot of other 
things that we should find out, too. We 
asked these stores for their sales slips and 
actually examined over 150,000 of them. 
From this tabulation we could find out what 
each customer bought and at the same time 
we could get the entire picture of each 
store’s operation. We could see if a customer 
bought more than one item and if he pur- 
chased more than one we could see what 
the combination item was. 

The first thing that astounded us was the 
number of people that purchased only one 
item when they came into a department store. 
I might say that we chose department stores 
for the first study so as to get as much traf- 
fic as possible and a large sample of one 
operation. 

We had asked the stores how many people 
buy more than one item, and we had _ re- 
ceived vague Some said, “more 
than half,” There was 
so much deviation that we knew that they 
were guessing and that no one really knew. 

Here, according to our initial research, is 
how the one-item customers line up: 

Fifteen per cent purchased more than one 


answers. 
others said, “lots.” 


item. 

Kighty-five per cent purchased only one 
item. 

Almost 85 per cent of the people who go 
into a store buy only one item. Now, in 


reading sales manuals of stores we found 


THE EFFECT OF DISPLAYING STYLED COMBINATIONS 


TEST ONE - owe STYLED COMBINATION DISPLAYED 
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$ES$SSH$$4 OTWER 23 PATTERNS DID ONLY 36% OF THE BUSINESS 


that they all stated that related selling wa 
important to the store and they all gay 
splendid advice on how to sell custome: 
more than one item. 





—A. O. Buckingham— 


Here are some actual excerpts from sales 
manuals: 

“The men's furnishings department offers 
the best field in the store tor suggestion 
selling. Here we can completely outfit a 
man with the exception of suit, hat, and 
shoes.” 

“Interselling of related items is encour- 
aged.” 

“A sale is not complete unless you sug 
gest additional merchandise to each cus 
tomer. Tell him about the new and unusual 
items you have in stock. A man is always 
in need of extra ties, shirts, and sweaters. 
Many men depend upon the 
tell them of the newest fashions in these 
items.” 

“If you sell a customer something for her 


sales person to 


son, suggest additional gifts for her hus- 
band, father, or brother. Point: out the in 
teresting qualities of merchandise as style, 
type of material used, and wearing qualities. 
Show ensembles of related merchandise as 
shirts, tie, hose, and handkerchiefs, or pa- 
jamas and robes.” 

“Suggestion selling will not only increas« 
your sales, but will also be of service to a 
customer, for it will help him recall things 
that he might have forgotten to purchase.” 

The term, “related selling,” actually wasn't 
new to store personnel, but the fact that 85 
per cent of all sales were one-item sales was 
rather startling to say the least, and showed 
that they weren't doing the job. It doesn't 
take any mental giant to know that a two 
item sale is much more profitable than 4 
one-item sale, at least in cents profit—s: 
we determined to find out what the small 
minority of people, who bought more tha: 
one item, bought of their own desires. Tak 
ing the men’s furnishings department w 


—Cluett, Peabody found through actual tests 

that displaying four ''styled combinations" re- 

sulted in four shirt patterns doing 64 per cent 
of the store's total shirt business— 
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found that the best selling combinations were 
as follows: 
Shirts and ties per 
Hose and underwear 
Ties and handkerchiefs 
Shirts and underwear 
Shirts and hose 
Pajamas and underwear per cent 
and per cent 
A strange thing about this is that the fig- 
ures were as true for a store in California 
as they were for a store in New York, but 
strangest of all was the fact that often 
found that the store sales manual 
related 
could not do related selling because of store 


cent 
per cent 
per cent 
per cent 
per cent 


lies accessories 


where we 
stressed selling, the salespeople 
system! 

To explain, the customer could buy more 
than one shirt, but he could not buy a shirt 
and a necktie, because each was in a sep- 
arate department, and the sales person was 
not allowed to intersell among departments. 
If the customer wanted to buy a tie with a 
shirt, he that 
might as fences. 


had to go through a _ store 
well be with 
Each department is just like a separate store 
and the consumer must enter each depart- 
ment and go through the same procedure 
as he would in an individual specialty store 
before he can get the merchandise that he 
came in to buy. 

Our first job, then, was to remove as many 
that all the 
confined departments merged into one store. 


barricaded 


of these fences or barriers so 


Removing barriers was simple enough, but 


now we had the problem of making more 
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vidual item—which would react unfavorably 
on the sales of that item and leave the store 
with a lower net profit. 

The solution to this problem, and this is 
the crux of the entire problem of related 
selling, lies in bringing a small stock of a 
few selected patterns of the secondary item 
for selling and display into the main section 
of the major item. 

This principle is based on the fact that a 
customer, when buying a tie only, wants to 
see a large assortment, but when buying a 
tie with a shirt, he will buy the tie from a 
smaller assortment. 

This principle, proven by tests, established 
the following five “musts” for successful re- 
lated selling by the retailer. 

1. Display selected related items together. 
Stock them together at the point of sale. 
Style 


possible. 


? 
i them for each other whenevei 


4. Follow through in advertising and dis 
play. 
that rathet 
than handicap related item selling. 


5. Insure store systems aid 
For the sake of simplicity, the balance of 
this discussion will deal with shirts and ties. 
toothbrushes and 
floor 
a thousand things 
that are naturals together. 
We found that if the shirts 
and displayed in a 


well be 
and 
one of 


It could just as 


toothpaste, beds bedding, mops 


and wax, or any 
were stocked 
department 
sold by the 
sold a tie or 


separate 
where they could not be same 
othe1 


related accessory, that every 100 shirt buyers 


sales person who some 


AVERAGE CHECK & PROFIT 


Total Department 


ILLIA 


aapense 


cost of mdse. 


Shirts 


profit 8 





MMA, 





expense cost of mdse. 


Related Item Section 


profit 34¢ 





WM 





expense cost of mdse. 
available the combinations that the consum- 
ers bought regardless of barriers. If more 
customers bought shirts and ties in natural 
combination purchases, we had to. bring 
shirts and ties closer together in the store. 

However, at this point, we realized that 
we couldn't put all sections adjacent to one 
another and still have “pick up” items on 
traffic The further 
complicated by the necessity for retaining 
he impression of a large assortment, orig- 
inally acquired by having main sections for 
hirts, for ties, for This meant 
hat, while the solution of forming each sec- 

m into a complete haberdashery 

suld increase combination sales, it 


aisles. problem was 


hose, etc. 
shop 
would 
the same time give the impression that 
re was no large assortment of the indi- 


—Related item sections step up profits—and 
in relation item sections more sales are made 
in less space— 


profit 67¢ 


15 


bought only seven ties. The customer bought 
When the 
barrier was removed, every 100 shirt buyers 
bought twenty ties. Here they were able 
to purchase the shirt and tie from the same 
sales person. 
tion of and they 
displayed at the same points of sale, every 


these regardless of store system. 


Now, when we moved a selec- 
ties near the shirts were 
100 shirt purchasers bought thirty ties. 

I might say that for the sake of our study 
and in order that good or bad salesmanship 
could not influence sales, we 


made absolutely no attempt to train the sales 


combination 


The sales 
part of the 
one ot 


person to suggest an added item. 
were entirely voluntary on the 


\\ € took 


advertised features 


consumer. then our na 


tionally which shows a 
tie and a shirt specifically designed for each 
other and placed it at the point of 
found that 100 shirt 
bought sixty ties and in some cases as many 
(That depended on 


the store had bought.) 


sale 


Here we every buyers 


as seventy-five ties. 


how many 
Buying ties styled specifically for shirts 
retailer 
\rrow than 
he does with any other brand even if he pays 


together, the 
makes more dollars profit with 


and displaying them 


less tor his own. Here is how it works out 
for every 100 shirts sold, the customers pur 
chase twenty ties. In simple arithmetic the 
picture looks like this: 

Selling 
Price 
$200.00 


Cost 
($14.50) $120.80 


sells 


100 shirts sold 
with these he 
20 ties ($6.75) 


11.25 


20.00 
132.05 220.00 


less 132.05 


This leaves the retailer for 

his expenses and_ profit $ 87.95 

Now we come to the styled 

features by Arrow: 

100 shirts sold ($14.50) 
with these he sells 


$120.80 $200.00 


60 ties ($7.25) 36.15 60.00 


157.05 260.00 
157.05 


$102.95 


This leaves the retailer for less 
his expenses and _ profit 

The expenses of handling the sale of the 
100° shirts sold them are 
the same in both cases, so the difference is 


$15. 


and the ties with 
This leaves the retailer $102.95, instead 


[Continued on page 50] 


IN A RELATED /TEM SECTION YOU SELL MORE 


RELATED 1TEm section /3% 
OF THE SPACE 


30% 


OF THE VOLUME 


IN LESS SPACE 


an 


get 
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“THR. B | 
. BUG OOF 


Produced by Max Fleischer—Directed by Dave Fleischer 


Greatest Paramount Imaginative Feature — Most Fascinating 
Subjects That Lend Themselves To Animated Displays Greater 
Than Aesop’s Fables. \ 












@ Leading Characters 


Honey, Hoppity, Smack 
the Mosquito, Swat, the 
Fly, Buzz Bee-Scout, C. 
Bagley Beetle, Mr. Bumble, 
who appear in this full- 
length feature cartoon in 
full color. 





MESSMORE: 


400 WEST 27th SINE 
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~ MESSMORE & DAMON 


Always the Leaders in Animated Displays 


—The Characters of “Mr. Bug Goes to Town” 
— Brought to Life in Three Dimension Animated Dis- 
plays Showing Their Joys—Tragedies—Loves—and Hates. 


Also these original characters created by Messmore and Damon 


@ MAHORI—The Animated-Sacred Elephant 
@ CLOWNS—Happy and Colorful 
& GNOME—Toy Makers—Santa's Aids 


@ Also Unusual Displays With Sound Workmanship That Leaves 
No Worries. 


+> DAMON, Inc 


, SINEW YORK CITY 
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Around Manhattan 


With thermometer and a 


free finger on the public’s pulse, local dis- 


one eve on the 
rising mercury as a 
dress for the climate, 
\merican, 


playmen regarded the 


signal to (window) 


many curtseying to cotton (it’s 
you know), current subject of national pro- 
motion. The 
the temperature and none-the-less patriotic, 


“Buy Something British” 


exceptions, not unmindtul of 
participated in the 
United 
Sounding the 
McCreery’s 
shoppers to 


and (China reliet drives. 


keynote for the imminent 
Fifth 


‘get gay in 


season, avenue windows 


urged gingham.” 


In the illustration of a pair of displays simi 


larly treated, George Wells employed the 
fabric freely, in this case the colors being 
blue and white. It was used for the ruffled 


canopy, supporting bars, and window border. 
Mannequins were grouped in the divisions, 
the first clearly demonstrating that gingham 
The center pair showed the 
and the 
final group introduced red and white, show 


knows no age. 
clothes 


use of the fabric in play 


ing solid colored jackets of the same colors. 


The mannequins wore flowers in their hair 
or were otherwise embellished with novelty 
jewelry Phe gingham colors were employed 
in the copy and even the utensils were coy 


ered with gingham. The backwall and floor 


were painted sky blue and each group ot 


mannequins was individually lighted both by 
overhead and floor spotlights 


Not 
display 


Macy's 


Keldredge’s 


content to rest on its laurels, 
Irving 
admiration 


inte! 


department, undet 
continues to earn ancl 
their 


advocating the 


direction, 


excite comment for unorthodox 


ior displays Long new 


found “freedom for mannequins,” the store 


sections by bringing them 


The 


has revitalized 


out into the open sacrifice of display 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


departments 
mushroom, 


spaces, which occurs” when 


handling seasonal merchandise 
has been rather neatly avoided by the afore- 
mentioned uninhibited use of the mannequins 
Macy beach shop. The display 


locates the shop for those 


in the new 
treatment easily 
trying to find it on the crowded floor. At- 
tached to column forming the shop’s 
entrance, slightly above midway, a large sea 
shell holds a 
seated or The 


each 


constructed of wooden ribs 


reclining bathing beauty. 


Pr 


*e 
#~. 
a+ 
ee 
** 
ad 

. 





edges of the ribs and the circular platforms 


on which the mannequins are placed ar: 


painted alternately in chartreuse or shell 
pink. The rest of the unit is painted whit 
and lighted individually by ceiling spot 


lights. The columns are joined by enormous 
chains, painted alternately in the thre 
colors adopted by the shop, giving a sens: 
of unity of design to the layout. 

A notable example of the “Buy Something 
British” group was the series depicting inci 





dents taken out of the pages of Jan Stru 
ther’s “Mrs. Miniver,” conceived by Tom 
Lee, Bonwit Teller’s. The critical consensus 
of opinion that the book contains “all that’s 
english life” cited as the 
book's use as the 


best in the was 
reason for the 
theme, together with the excerpt which in 
Page 228 provided the ma 
pictured on page 4, 
Against a semi 


windows’ 


spired each one. 
terial for the 
set in a strawberry patch. 
circular canvas backdrop painted sky-blu 
nets and leaty 


scene 


with suggestions of poles, 
vines painted to give a sense of perspective 
two “characters” enact the Faith 
ful to Aunt Hetty’s thoroughness, a_ tabl 
complete with a tea service has been pro 
vided, together with a copy of the work 


[Continued on page 44] 


excerpt. 


—Immediately above is a novel display by 
George Wells, McCreery's. Gingham is the 
featured fabric and the display is replete with 
it in many forms. .. . Left, Macy's new beach 
shop lacks nothing in the way of identification 
for the busy shopper. Giant shells, made of 
wood and supporting a reclining mannequin, 
mark the entrance. Irving Eldredge is display 
director. ... (All photographs are by courtesy 
of Virginia Roehl Studios, New York City— 
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ow to make packaging easy 





Manufacturers in Three Widely 
Different Fields Use Vuepak to 
Show and Sell 


L ATHLETIC EQUIPMENT— What a 
difficult packaging and display 
problem these Zenith balls might pre- 
sent! Yet, how simple it is to produce 
a package that both shows and se//s when 
rigid, transparent Vuepak is used! Balls 
and container manufactured by Harvard 
Specialty Manufacturing Corp., Cam- 
bridge, Mass. 


1 }) BRICK—(or fireproof refractory to 
gM the technical minded!) When 
salesmen produce this sample they're 
putting display showmanship into their 
presentations—for this fire brick is en- 
cased in a jacket of Vuepak to protect 
it and enhance its appearance. Refractory 
manufactured by Mexico Refractories 
Co., Mexico, Missouri. Display contain- 
er fabricated of Vuepak by Central States 
Paper & Bag Co., St. Louis. 


(C CANDY—Versatile Vuepak does 
& a full-time selling job on candy 
counters, too. This display container, 
which protects the product while it dis- 
plays it, is just one example. Candy 
manufactured by National Candy Com- 
pany, St. Louis. Display container of 
Vuepak fabricated by Central States 

Paper & Bag Co., St. Louis. 





































Your product, perhaps, comes later in 
the alphabet. But, aspirin, zithers, choc- 
olates, xylophones, the odds are Vuepak 
can do an inexpensively profitable dis- 

play job for you. In huge window dis- 
plays or small counter pieces, it lends 
itself readily to quantity production 
always with the double virtue of com- 
plete transparency and thorough pro 
tection. For information applied to your 
needs, and names of capable fabricators, 
inquire: MONSANTO CHEMICAL Com- 

PANY, Plastics Division, Springfield, 

Mass. District Offices: New York, Chicago, 

Detroit, St. Louis, Birmingham, San Francisco, 

Los Angeles, Montreal 





MONSANTO PLASTICS 


Serving Industry... Which Serves Mankind 


VUERPAK 


TRANSPARENT PACKAGING” MATERIAL 


TRADE mane 
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Luminous Storefronts 


By C. T. MASTERSON 


Engineering Department, General Electric Co., Cleveland 


Every storefront should be a three-dimen- 
sional advertisement of substantial char- 
acter. Recent surveys indicate that the 


average life of a storefront is about eight 
“Keeping up with the times” changes 
depre- 


vears. 


fronts oftener than actual wear or 


ciation. Today, the keen merchant is more 


than ever concerned with remodeling the 


front as well as the interior with light. 
The 
storetront are: 
1. To attract 
prospective purchaser. 
Zz: 16 


his mind 


four basic functions of a modern 


favorable attention of the 


impress a definite identification on 


3. To display merchandise to the best ad 


vantage. 
4. To lead the 


customer into the store. 


We know that good lighting and good 
design are integral with all these functions. 
It is through the refinement of basic func- 
tions that we obtain our most satisfactory 


architectural designs 
In order to attract the attention of the rap- 
id] people both by day 


night, light-colored structural materials and 


passing and by 


large luminous areas are strongly recom- 
mended. Recent practice indicates that this 
is the principal theory behind the effective- 
ness of the more interest-achieving “lumin 


ous” fronts The idea of a large area for 


first attraction is exemplified when we recall 


that a large mat, frame or background to a 
picture or a display is the first part seen. 
—Nathan's, Dallas, has an unusually large 
luminous and projecting storefront area. The 
luminous area is also a part of the ceiling of 
Colored lighting circuits are 
nights— 


the entrance. 


used for festive 





























The alone often attracts the 


consciously before the eyes focus on the de- 


area eve Ui- 


tails of the picture or the displayed mer- 
chandise. 
These large luminous surfaces are nor- 


mally composed of the sign or transom area, 
the bulkheads, the display windows, and the 
entrance area. Also, second-story 
windows add to the total light pat- 
tern of the luminous attraction. 
In the case of all-glass walls and entrance 
interior contributes 
Here, we expect to 


door or 
display 
area of 
doors, the illuminated 
to the exterior display. 


find a modern up-to-date interior behind the 
newly-remodeled front, and vice versa. 


, 


(mewAL COLONIAL 


— a, 





—At night, although the street is narrow, the 
tall brilliant green columns of light of the 
Colonial Furniture Company are noticeable 
for about three blocks in either direction. 
These engaged glass block pylons of light 
project about 6 inches from the surface of the 
building and are maintained from the interior. 
The proper location of the lamp in respect to 
the moulded glass blocks was determined by 
first building a full-scale model section in the 
architect's office. Care had to be used in 
determining the lamp position in order to 
avoid mortar joint cut-off and to get maximum 
side, as well as front, distribution of light— 


It is suggested that a large light area will 
give, both by day and by night, larger eye- 
attracting form to the building front and, 
consequently, to the window displays them- 
While the eye can be attracted by 
glaring light 
uncomfortable and usually 
when the 


selves. 


the use of bare sources, the 


result is repug- 


nant to the viewer. However, 
lamps are placed behind a panel of diffus- 
ing glass, the luminous area is multiplied 
many and at the time 


a lower and distinctly agreeable brightness. 


times same assumes 





—The Hudson-Morgan Electric Company, Inc., 
Lynchburg, Va., is an excellent example of sec- 
ond and third story elements of attractive 
illumination in addition to a luminous sign 


panel above the show windows. Fauber & 
Poston were the architects— 


Many oft the features which add interest 
and individuality to the elevation or facade 
of a storefront derive directly from the plan 
of entrance and the arrangement of the show 


windows. Functional arrangement of all the 


structural elements combined with colo: 
both in materials and lighting allow limit 
less opportunities for individuality. Some 


material and efforts are more easily obtained 
and, indeed, are less expensive than others 
Highly satisfying effects with lighting as an 
integral part of the design are no more ex 
than a front incorporating 
architectural identification tea 


pensive good 
other 
tures. 


The luminous 


and 


elements should, of course, 
with the style ot 


functional r 


be designed in harmony 

the building, as 

quirements. 
Glass blocks, marble, translucent and dit 


well as for 


fusing glass panels as well as opaque r 
flecting important ad 
vantage of flexibility in the aspect presented 
Striking changes in colors and combinations 
obtai 


surfaces have the 


of colors are desirable and easily 
able by simple combinations of the eight 
colors in which fluorescent lamps are avail 
able, together with the considerable numb« 
of tints which the efficiet 
fired-enamel glasses are made. 


and colors in 


Pleasantly-changing colors or motion et 
This has bee 
accomplished in a that 
For example, lettering 


Whe 


fects can be obtained easily. 
manner fascinate 
all who see it. 
fired in red on white diffusing glass. 
[Continued on page 70] 
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Schuster’s Home show 
Goes Into Detail 


By E. WUSSOW 
Ed. Schuster & Co., Inc., Milwaukee 


For nearly two decades the Milwaukee 
Real Estate Board has sponsored a_ local 
event known as the “Home Show,” the na- 
ture of which is of course self-explanatory. 
The nineteenth exhibition, held this spring, 
was unusually well patronized—indeed, a 
new attendance record was set with a total 
of 119,620 viewing the displays of local 
merchants participating in the event. It is 
impossible to estimate the amount of sales 
of house furnishings and equipment which 
resulted from the Home Show, but when 
more than 100,000 people view such displays 
the results can only be beneficial. 

Schuster’s exhibit occupied the stage of 
the building housing the show; on it we de- 
veloped a series of shops in which we fea- 
tured radios, washing machines, ironers, re- 
frigerators, electric ranges, and sewing ma- 
chines. In addition to these “selling” dis- 
plays, a colorful and attractive kitchen was 
set up in which we highlighted new and 


useful gadgets and utensils, recommending 
them as time-savers for the home. 

The front portion of the stage, as can be 
seen in the photograph at the lower left, 
we dramatized by converting it into an au- 
thentic reproduction of the Raleigh tavern, 
ot Williamsburg, Va. This formed a _ per- 
fect background for the small shops—for 
instance, the one of drapery fabrics, illus- 
trated at the lower right. The model kitchen 
mentioned above is seen at the upper left, 
and the gas range shop is pictured in the 
fourth photograph. 

Wall board was used throughout the shop 


—Some 119,620 people visited the exhibit of 

Schuster's at the Milwaukee Home Show re- 

cently. The front of this exhibit was an au- 

thentic reproduction of the Raleigh tavern, 

Williamsburg, Va., as pictured. The other pho- 

tographs show the model kitchen, and two 
"shops''— 





construction, plus pine lumber with a top 
cornice of corrugated paper and cut-out let 
tering of cardboard. The background colo 
was done in monotones, shading down fron 
the center panel in burnt sienna to light buff 
The linoleum floor covering was in orange 
the cut-out lettering of the center panel in 
yellow, and the cut-out lettering of the top 
cornice picking up the orange of the floo: 

All shops were illuminated by spotlights 
from overhead or from behind the cornice 
The merchandise in each case was marked 
by special price tag tickets which wer 
made in our sign shop, and again brought in 
the background color scheme. The personnel 
for the entire exhibit was made up of peopl 
from our regular selling floor, working on an 
alternate basis. 

The displays and backgrounds were de 
veloped and executed by our display depart 
ment, under the writer’s direction, and in 
collaboration with the building department 
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A STORE-WIDE PROMOTION 
EXCLUSIVE—ONE TO A CITY 
© BLISS DISPLAY CORP. 


WRITE FOR COMPLETE 
SALES PROGRAM 


BLISS DISPLA 


460 WEST 34th 


es 


+ 


moRK CITY 


REET, Noe 


eae 





























JUNE, 1941 
WORLD 


SELECT LEADS 


the display parade! 


IDEAS ON 
IN THE MARCH! Get 
yourself a choi | 7 
If a choice seat on the revi 
‘a ~view- 
ing stand—see 7 ; 
oul see our Fall and Winte1 
ine! Make: . 
: e a note now to visit Ro 
ae ‘ oms 
2. 514, and 515 
. and SEL ; 
a d 515. Your friends 
oO represe i a 
epresent us in your terri 
’ -rritory 


will be tl 
1ere : 


Don’ 
nt miss the highspot 


of the show! 
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Dast And bresen 
In Shoe Display 


By S. W. GATES 
Dobyns Footwear, Long Beach, Calif. 








Recently, while poring over some old i 
sues of DISPLAY WORLD and in looking 
over some pictures of my old windows of 
a decade and more back, I was greatly ini- 
pressed with the great changes display has 
undergone. 

It was the general custom then to start at 
the glass and by building up and back—with 
tables, pedestals, and stands to nearly ceiling 
height—finally obtain a conglomerated mass 
which defied anyone to select a style from 
it. Far too many showeards were used, 
some of almost billboard proportions, and 
all fairly shrieking price. 

Gradually we have emerged from. this 
chaos and today shoe windows as a whole 
are trimmed lower, lighter, and show a very 
definite trend to more orderly attempts at 
composition and promotion. That there is 
room for a great deal of improvement along 
these lines is undeniable and this improve- 
ment will have to be made if we can rightly 
call ourselves shoe displaymen. 

Many multiple store organizations have, 
of course, competent display departments 
where displays are worked out and regi- 
mented for their several stores; but for the 
displayman of a single unit, the problem is 
not so simple. The answer to this 1s more 
careful planning of presentations — better 
knowledge and cooperation with buyers in 
regard to future merchandise promotions 
more use of stronger unit displays together 
with coordinated accessories. 

A couple of years ago we conceived the 
idea of converting our larger windows into 
a series of units. The windows were too 
low and we overcame this by building 
a separate floor set in from the glass 
and over the old floor. This was lighted 
from beneath by tube lights. On this floor 
was built a semi-permanent backgroun1, 
with shadow-boxes as dividers to give us the 
units we wanted. This treatment enabled us 
to use the space either as a general window, 
or for more dramatic promotions in each 
unit; it also facilitates quick changes in any 
portion of it. 

That there will be increased use in shoe 
stores of either a series of smaller windows 
or windows divided into units by removable 
or semi-permanent backgrounds is the be- 
lief of the writer. The possibilities of more 

[Continued on page 85] 


—Top, a recent display by Gates. Theme, 
“Fashions that Bloom in the Spring." Plastic 
bird-cages and gold pipe organ against panels 
in blue; strands of plastic spiraled from the 
organ, carrying musical notes in gold. The 
foliage was spotlighted with red and amber. 
. . . Center, "Resort Footwear; scenic panels 
of yucca, cactus, sand-cloth, rocks and sand, 
buried wagon wheel and steer skull. Red, blue 
and amber spotlighting. . . . “Tropical” play 
shoes in a lush tropical setting. Spotlighting 
was in magenta and blue— 
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STUDIO, 89 W. 3rd St. N. Y. C. 


MERRILY WORKING ON CHRISTMAS IDEAS 
ANGELS 40.00 TREE 15.00 ILLUMINATED TAPER 5.00 
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Display Studio Problems 


XXXII. ITINERANTS—THEIR FUNCTION AND 


The first 
article might 


the caption of this 
that the author has 
placed the cart before the horse. This, how- 
must first know 
will 
before we can 


glance at 
indicate 


ever, is not true because we 


what reaction a display have on the 
traffic honestly set 
forth our plans to create it. We must cer- 
tainly what appeal the product we 


are to unfold will have to the average per- 


buying 
know 
son, or to the prospective user, or what the 


When I 


considering the 


appeal now is to the present user. 
say “present user,” I am 
prospect of repeat purchases, which is evi- 
dence that the buyer has purchased a good 
article. 

It is also equally well to weigh the manu- 
facturer’s viewpoint, or that of the studio's 
client or customer, and to consider his atti- 
itinerant 
medium, 
sensible deduction and analysis of product 
presentation can be determined with any de- 


tude toward the employment. of 


displays as a direct sales before 


gree of soundness. Function, therefore, is 


of primary consideration, regardless of the 


type of display the creator may have in 
mind, 


\\ hy, 


tance of 


then, should 
itinerant 


first, itinerant displays are not 


we stress the impor- 
displays ? The reasons 


are these: 


PROBLEMS IN CREATION 


By HOWARD WILLIAMS, President 
Co-Operative Displays, Inc., Cincinnati 


inexpensive to produce, and they provide 
the manufacturer's dealers with a much finer 
display than he ordinarily could afford to 
make himself. Secondly, the dealer has the 
advantage of presenting to his customers the 
story cf a product, which the dealer has to 
sell, in terms that the manufacturer himself 
has analyzed as being in its best form—and 
which terms are usually much more con- 
vincing irom a sales standpoint than a story 
would 
assured of 


which the dealer could or conceive. 
Thirdly, the manufacturer is 
space for an effective display showing, which 
at least amounts to the equivalent of the 
display area involved in the physical dimen- 
shown. Fourthly, 
most store windows or store interiors, wher- 
tre- 


sions of the unit to be 


ever the itinerant is to be used, are 
quently improvement in 
appearance through the showing of a well- 
itinerant display. Fitthly, dealer 
and manufacturer relations are basically 1m- 


susceptible to an 


tailored 


—One of the features of the display shown 
in the center, below, is a constantly moving 
panel of actual Ivory soap-suds. . . . Compact- 
ness, flexibility, minimum weight, illumination, 
attractive color combinations and permanency 
are all desirable requisites of itinerants— 


proved through the scheduling of itinerant 
displays, and the spirit of cooperation tha 
is thus effected through this medium i; 
highly reflected in increased sales volume. 

Many of the problems confronting th 
creator of an itinerant display make thei: 
appearance when the idea is in an embryoni 
state, and at the outset of consideration o 
the functions of the display. To clarify this 
statement, we simply say that public reac 
tion to both product and methods of presen 
tation, and the registration or effect that 
they will have in the minds of observers, 
is both primary and elementary. 

The artist’s or interpretation 
of the problem of visual presentation is 
next in line for consideration. Advertising 
literature, a verbal picture of the product 
and its uses, and merchandise samples ari 
or more capable layout 
men and skilled in this particular 
type of display. “Rough-outs,” in black and 
white, for perusal of both studio and client, 
are worked up as an initial approach to the 
One or two interesting treatments 
and a 


designer's 


1 resented to 
artists 


one 


problem. 
are selected from the “Rough-outs” 
finished drawing is then” prepared 
for presentation. After proper OK’s are 
[Continued on page 75] 
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On Display! 


rues . CONVENTION 
cotimaiiena nerve. CHICAGO 
NAT SIEGEL, ROOM O-B 


3| 


Featuring 


THE NEW ACTION GROUP 





Mannequins by Carrata, display the casual grace and freshness 
that characterize the newest trend in display. 


The first to design mannequins in poses of natural action, Carrata 
has since remained foremost in presenting ‘life inspired" manne- 
quins sculptured to set off and enhance the smartness and line of 
every type of dress. 


* 


Make a definite date to see our entirely new series of men's fig- 
ures. Designed to wear clothes smartly and comfortably. Light 
weight and easily handled. Available in all action poses. 


Representative Ss. RACLPE FREE SMILEY AND COMPANY 
TED DEXTER 930 Terrminal Sales Bldg., Seattle 234 S. Franklin, Chicago 


CARRATA MANNEQUINS, 1025 W. SEVENTH ST., 


Pg 
cs 


- i 


NAT SIEGEL 
39 W. 37th St., New York 


LOS ANGELES 
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In Atlanta, Ga., F. L. Pallotta is nearir 
the end of his first year as display manage 
for Rich’s, Inc. During that time he ha 
installed a number of tmusual displays, a 
example of them being seen in the first illus 
tration. This was one of a series entitle 
“Rich’s Futurama of Fashion” and the sp: 
cific title of this particular display was “\\ 
Pick Green trom the Garden.” 

The yellow shadow-boxes were border: 
with vellow and Chinese red flowers, a1 
were, of course, lighted from within.  <A\|| 
accessories displayed were in_ shades 
green. The copy on the show card carri 
out the color scheme, being green on a whit: 
background. 

Rich’s big store has been extensively r 
modeled during the past year or so, with 
emphasis on display. The men’s department 
for instance, is one of the most interesting 
and beautiful in the country. 


The “Futurama of Fashion” promotio: 
referred to above was a_ store-wide event 
lasting a full week; all departments partici 
pated and a fashion show was held every 
day. The climax of the week was a big 
“Benefit Fashion Show” for British war re 
lief. Atlanta debutantes did the model 

The sense of smell helped out the sense 
of sight in the next window pictured her 
Shulten’s “Early American Old Spice” toil 
tries were displayed in Lord & Taylor's 
windows on Fitth avenue, New York City 
in connection with the promotion of Penn 
sylvania Dutch fashions. Barnyard prints 
by McMullen, as featured by the May 15 
issue of Vogue magazine, were styled 
country clothes. Antiques from the Pent 
sylvania countryside formed an attractive 
background for the fashions and Old Spice 
packages, which gained their inspiration 
from the Pennsylvania of early days. Wi 
dow cards carried the message, “Inspired 
by the Dower Chests of the Pennsylvania 
Dutch, the whimsical packaging of Shulton’s 
Karly American Old Spice—becoming scent 
for your country costumes.” To top off th 
whole display, the fragrance of roses-and 
spice was sprayed into the air from the tops 
of the windows, filling the famous avenue 
with a perfume reminiscent of the aroma 0! 
an old-fashioned Pennsylvania-Dutch gai 
den. Dana O'Clare is display director 
Lord & Taylor. 

“Fantasia,” Walt Disney's radical depar- 
ture from the usual in animated cartoon 
movies, still continues to hold the interest 
of the shopping public. Many excellent 
displays have been built around the themes 
found in the picture, among them being thi 
sorcerer’s apprentice, the sylvan settings 
the Beethoven “Pastorale” symphony, and 
the weird dancers to the music of the “Nut 
cracker Suite.” But probably best loved 
all are the centaurettes, the fauns 
nymphs found in the motion picture. FE. J 
Taylor, display director for Strawbridge & 
Clothier, Philadelphia, used these little 
ures as props in the lovely setting seen 1 
the final photograph. The background was 
formed by oil paintings on black velvet 
showing various scenes from ‘“Fantas 
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Shown here is one of our inexpensive catalog numbers featured this season. This 
decorative is 6x6 ft., extremely colorful, and is priced at $12.75 complete. 


Greetings, DISPLAYMEN .... and THANKS! 


We wish to thank our many friends in the dis- 
play field for their part in making our firm the 
success it is today. .. Display has come a long 


way in the twenty-five years we have served, 


and we take pride in having kept pace with 
its rapid trend. In its early years, display 
meant window-trimming; today display func- 
tions as a motivating force that sells merchan- 


dise. . . Glamour, desirability, charm—call it 





what you will—the successful display has this 
selling force, and in most instances, it is sup- 
plied by well designed decoratives, novelties 
and display accessories. 


We sincerely urge you to attend the I. A. D. M. 
Convention in Chicago, and look forward to 
seeing you at our exhibit space No. 63 in the 
Lower Exhibit Hall. The Adler-Jones Com- 
pany, 521 S. Wabash Avenue, Chicago, Ill. 





mms OUR TWENTY-FIFTH ANNIVERSAR Y cme 
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By De SAULT 
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—lIn this sketch we show an idea for a post dec- 
oration (in use at present in Goldblatt's State 
street store, Chicago.) Garlands of green 
leaves are draped over a white lattice. The 
post is covered with grass matting, with clumps 
of the same material at the bottom—this con- 
cealing spotlights. A suspended hoop is cov- 
ered with vines; stuffed birds are perched on 
a diagonal bar— 





























—This movable booth is designed to 
feature the new yellow colors in ac- = 
cessories. To dramatize these items, 
they can be featured as lemon 
shades, with the booth representing 
a lemonade stand. The tilted top 
for the display of merchandise car- 
ries out the lines of the awning, which 

should be in green and yellow— ‘a & 


CTT, 
HULL 








_—— —This ledge trim can be used to take ad- 
vantage of the vogue for martial fashions. 
The center shield-shaped frame is in red, white 
and blue. Merchandise can be grouped on 
drums at the sides. By changing the wording 
on the cut-out scroll, the unit becomes an ex- 
cellent Fourth of July displayer— 





—Spring close-outs find a ready sale from this 
table—a miniature street-lamp on the direction 
signs of which you can use terms such as “Bargain 
Corner" and the like. Use a round globe on top, 
enclosing either a white or red light— 
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..1f Opens 
..It closes 





See 4 ansen D i S p | ay SPLIT-SECOND inspection of the working parts of Hansen Tackers 
can now be made. Simply grip the Tacker, as indicated at the left. 
at the I. A. D. M., Con- press thumb downward on the cap and flick the front jaw outward. 
fr It is just that simple. This leaves the mechanism of the Tacker open 
vention—Booth N Oo. 58 for removal or inspection. No screw-driver or tools required—either 
to remove or replace the Take-up Jaw. 
Hansen Tackers in a complete line—the Blue- 
Line models included—will be on display at Quick-Opening TAKE-UP JAW 
the I. A. D. M. Convention—Booth No. 58. Ask 
, The unique design feature of the front jaw of Hansen Tackers is a step ahead of any- 
for demonstration. thing a ‘amed. Gripping the nso tightens the jaw. The an you grip ri 
handle, the tighter the jaw becomes. The jaw is amazingly simple to remove and 
replace. Never before has it been possible to dismantle and reassemble the principal 
parts of a Tacker in such a remarkably short time. 


Easier Inspection-—More Tacking Hours 


Easier to inspect—easier to service right on the job—Hansen Tackers can be kept 

continually at work. Result—displays installed with greater ease and speed. More 
HANSEN VEST- . portable—more dependable—more easily accessible—the Hansen Blue-Line Tackers 
KIT provides sta- put tacking on a faster, more efficient basis. 


ee : “Sf ASK FOR DEMONSTRATION—OR FURTHER DETAILS 


Packed 1,000 sta- 
ples per kit, 5 kits 


SS Mila’ PWT 


5041 Ravenswood Ave., CHICAGO, ILL. 
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Small Space. Large Store 


Handicapped by relatively small space 
Watkins, Inc., Paducah, Ky., has contrive: 
to produce a thoroughly modern — stor 
through remodeling offerations just con 
cluded. The building itself is four stories i 
height; its narrow width made careful plan 
ning necessary in order to obtain a hat 
monious relationship between department 

The exterior has display windows whi 
extend 37 feet from the sidewalk level to th 
entrance doors. The facade is unbroken b 
the customary windows; instead, there are 
tiers of translucent glass brick to admit 
light and to serve as a decoration. The dis 
play windows are framed in structural glass 
of a sun-tan shade. Immediately above the 
entrance is a second-floor display window. 

Air conditioning, fluorescent lighting, and 
natural wood finish fixtures are among the 
many factors included in the remodeling, 
plus the division of the store into many 
individual “shops.” 

On the first floor are found bags, toilet 
articles, hosiery, and the like, this small lines 
section extending 45 feet from the entrance; 
beyond that point is the lingerie section. A 
shoe department is also on the first floor. 

The second floor has the ready-to-wear 
department. Six fitting rooms are provided, 
with fitting rooms for the children’s depart- 
ment in the rear. Piece goods and draperies 
are on the third floor, while a china and 
gift department, the general offices, work 
rooms and the like occupy the fourth floor. 
There is no selling basement. 

The ready-to-wear department is pictured 
in the first illustration. Stock is displayed 
in built-in and indirectly lighted wall cabi- 
nets, marked with block letters on a cornice 
like ledge. Casual apparel is given a prom- 
inent location. Fluorescent lighting simu 
lates daylight illumination. 

The same type of lighting is employed for 
the children’s and infants’ department, also 
on this floor. Built-in wall cabinets are 
used to display the merchandise, as_ pic 
tured. A part of the first floor is seen in 
the lower photograph. 

The displays are under the direction ot 
Raymond West, who has been with Watkins 
for four years and the present firm's prede- 
cessor for another fifteen. An alert display 
policy is followed, as was pointed out by a 
part of the store's “formal opening’ an- 
nouncement in which Paducah shoppers were 
told that a check-up showed that Watkins 
was displaying certain featured merchandise 
this spring at the same time similar mer- 
chandise was in the windows of Lord & 
Taylor, Russek’s, De Pinna, and other prom- 
inent New York City stores. 


—The remodeling program of Watkins, Inc., 
Paducah, Ky., has resulted in a very complete, 
"large" store in relatively small space. Fluor- 
escent lighting is used throughout, as well as 
air conditioning for the complete store. 

The center picture shows the built-in display 
cabinets of the infants’ department. .. . Below, 





a view of part of the first floor, featuring small 
lines— 
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All photographs of Macy's recently completed glamorous second floor 
—featuring our new extremely flexible mannequins, which we believe 
can assume more varied natural positions than any other figures. 


COME AND SEE THEM AT THE I. A. D. M. CONVENTION, BOOTH 23 A, ROOMS 103-104 


q 


w 


STUDIO 


133 West 23rd St. 
New York 
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Three D 


It is difficult to estimate just how much 
added attraction a show card receives when 
it is given a_ three-dimensional treatment 
instead of the usual two. But we have only 
to look around us at typical examples else- 
where to see that three dimensions are al- 
ways more pleasing and attractive to the eve 
than two. Remember the old stereoscope 
found in every parlor around the turn of the 
century? Its magic made the flat. picture 
of the Grand Canyon come to life with depth 
and form as well as height and width. Or 
close one eye and look at any landscape; 
note how flat and uninteresting it is—and 
how it suddenly takes on beauty when both 
eves show it as it really is. 

So it is with show cards. Eve-catching 
effects can be had with only two dimensions, 
as card writers have proved for years. But 
adding another dimension has the same 
benefit for a window card as for anything 
else. It gives it depth, and when the unusual 
can also be employed in the added dimension, 





DISPLAY WORLD 


JUNE, 1941 


bimensional Cards 


By L. E. SUMMERTON 
Memphis 


then the card is a sure-fire stopper. 

The four posters shown here are good ex- 
amples of small touches which can be used 
to lift a card out of the ordinary. 
cards not only attract the shopper's atten- 
tion because they are so unusual, but they 


These 


actually accentuate the selling message—the 
small figures carry out the idea perfectly 
and harmonize with the general treatment 
of the idea. Figures like these will tie in 
with almost any card and of course are 


—Tiny, colorful characters purchased from any 
ten-cent store add to the novelty and interest 
of these cards by L. E. Summerton. Subjects 
for practically any theme are available and 
when mounted on the base, as pictured here, 
the characters add a desirable third dimen- 
sion. Another interesting note is given to the 
card at the lower left, in which Summerton 
uses brown embroidery floss for the lariat, 
carrying it up and across to form the 


heading— 


~ 


easily obtainable—either from the part 
favor counter of the card writer's store, © 
from any ten-cent store. They are well wort 
the cost. 

As for the cards themselves, “July Round 
up” was done on a cream colored stock 
with the heading formed by the lasso made oi 
embroidery floss. The other lettering was 
in black, with light green shading for the 
principal words. The base was of wood, 
finished in black. 

“Fiesta” was lettered in black. The na- 
tural cream color of the card formed the 
central oval, the next being in light yellow, 
followed by one in rose. 

“For the Bride’ had an outer panel oi 
very light blue. The lettering was in black, 
the word “Bride” being shaded in light blue. 

“Patriotic Colors” was in three panels 
red, white, and blue. The stars were of silk 
of a golden shade, and were appliqued in 
place. The lettering was in black; the small 
stars were in red. 
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4-4 SPARK UP DISPLAY 
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For Covering, Lining, Backgrounds, etc. 


GET COSTLY EFFECTS OF WOOD, METAL, 
LEATHER AND OTHER EXPENSIVE FINISHES 
At the Cost of Paper! 


48 INCH WIDE 
ROLLS.. 750 FEET 
LONG / 


ANT a rich embossed leather 

effect on a table top, rich 
fabric background for a display— 
an imposing wood grain lining for 
cases? All these effects and many 
more, can be produced in a jiffy 
by pasting, gluing or tacking the 
COVERAY into place and it's 
ready for immediate use at a cos! 
of pennies per square foot instead 
of dollars. 


CLOPAY 


So realistic are the COVERAY fin- 
ishes that only closest examina- 
tion reveals the difference. Amaz- 
ingly durable, stainproof, grease- 
proof, hard to soil and easy to 
clean. Regular rolls 48 inches x 25 
feet at less than $2 a roll, or save 
20% in jumbo rolls 750 feet long. 
Mail coupon today for a complete 
set of samples. It will give you 
dozens of new display ideas with- 
out the slightest cost or obligation. 


CORPORATION 


1248 Clopay Square, 


Cincinnati, Ohio 


FREE SAMPLES— MAIL TODAY 


Clopay Corporation, 
1248 Clopay Square, Cincinnati, Ohio. 


Please mail me full set of samples of COVERAY 
and other Clopay decorative papers. 

Name 

Firm Name 


Address 


City ; State. 
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Fichty-sJSeven Percent 


In this job of distributing merchandise 


trom the producer to the consumer there are 
Bring- 


customer. 2. 


two basic fundamental principles: 1. 
ing the merchandise to the 
Bringing the customer to the merchandise. 
During this convention program we will 
hear a great deal about the buying—serv- 
stocking — mark-up and 
inventory budgets 
market 
purchasing 


icing planning 


mark-down control 


and budgeting analysis—consumer 


reaction power personnel 


training—business legislation profit 


2ross 


net profit—and staying in’ business in 
general. 
\ll of us realize that these tundamentals 


are most highly important and without them 
and complete knowledge of them, retail bus1- 
fail. 

Jecause all of you are successful business 


ness would 


and will assume for the 


moment 


men women, we 
that all of these 


will be under control before this 


factors are under 
control or 
convention closes. 


The reason for the title of this talk is 


"Address before National Retail Dry Goods As 


sociation convention, Chicago 













By CARL V. HAECKER 
Montgomery Ward & Co., Chicago 


because 87 per cent of the people buy through 
the attraction of sight. The other four rea- 
sons, by percentage, run something like this: 
7 per cent buy through attraction of sound, 
per cent buy through attraction of smell, 
per cent buy through attraction of touch, 
per cent buy through attraction of taste. 
Interior display or merchandise presenta- 


mw 


3 
i. 
l 


tion at the point of sale counts only as one 
of the media of advertising, and interior dis- 
play is only one of the most important fac- 
tors of the principles of bringing the cus- 
tomer to the merchandise. 

We realize, of that all the other 
national advertising, direct 


course, 
media such as 
mail, hand bills, circulars, newspapers, cat- 
alogues, billboard, radio, word-of-mouth, 
windows, and institutionals are relatively as 
important as interior displays and are gen- 


erally better done. And since my time per- 


—The national display department of Mont- 

gomery Ward & Co., under the direction of 

Carl Haecker, plans displays for hundreds of 
stores. The four shown here are typical— 


% 
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mits me to talk about interiors only, I wil 
try to stay on that one subject. 

Because | this 
principle, I have prepared some charts tha 
will serve as a guide. You will note as 
go along that these charts are very simp! 
and elementary and in all of them I a: 
trying only to remind you of the things y 
already know. But someone once said, “Th: 
world must. be well as in 
formed,” and that in itself gives me the cour 
age to review these things with you toda) 
And, also, the things that I am going to 
talk about will cost you nothing or at least 
very little and I know all of you will be in 
tensely interested in that. 

A minute ago, I mentioned the fact that 
most stores do a good job of displaying met 
chandise in the windows but at the actual 
point of sale, when the customer is in the 
store with the money in his pocket or he 
purse, we drop badly in efficiency. We tail 
to sell. Sometimes I wonder if it is because 
we leave informing the 
customer to the salespeople, and therefore 


believe in sight-buyin, 


reminded as 


the entire job of 


| Continued on page 79} 
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al AUTHORIZED DEALERS: B. A. JACOBS, 772 S. LOS ANGELES ST., .OS ANGELES—-CRYSTAL FIXTURE CO.. 226 S. WABASH AVE., CHICAGO 
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S8E HOW MEW YORKS sHaRe 


I | 


ILLION = DOLLAR-A=-WEEK TAXES 


our 
CREDIT 
POLICY 


29.200 ooo 


A VWEAR) HELPS TO RUM THE CITY 
Kr h, 


‘ 


Fire Department 


nearly a year 







OR... enough fo 
poy almost one-fifth 
the annual cost of 
Public Schools 


{the toxes that go to the City 


we olso pay 


ate of m 


Every firm, whether retail or national ad 


vertiser, finds it necessary from time to time 
to “sell an idea” which is not especially 
merchandise 


Whether this be a straight institutional idea, 


concerned with the = sale of 


whereby the prestige of the firm is more 


firmly implanted on the public’s mind, or a 
store policy or a humanitarian ideal, display 
more dra 
other medium. 


can present the idea in possibly 
matic form than any 

The two displays seen at the top of this 
page were entrusted with the job of selling 
“service’—the use of credit 

The first 
work of Bengel, Jr.. The Parsons- 
Souders Company, Clarksburg, W. Va. Al- 


though the 


a definite store 


by its clientele window is the 


George 
display is an excellent example 
ot how a rather prosaic subject can be dram- 
atized, it is very practical at the same time. 


The map showed at a glance that Parsons- 


Souders has credit customers scattered all 
over the United States, as well as concen- 
trated in the store’s own area. 


lL. Bamberger & Co., Newark, made use ot 


a stately tree-trunk and shadow-box ‘“di- 

oramas” to sell the same idea of credit. 

Morris L. Rosenblum is display director. 
Bamberger’s describes the idea behind the 


this drama 


tizing their credit facilities has always been 


display in way: “Successtully 


tate and Federal toxes at the 


ore thon 9 O00 o week 


{ $10 800000 @ year 


Selling An idea 


a problem to department stores. Bamberger’s 
this with a 
which 


solved problem recently spec- 
created a 
deal of and attracted large 
Under the title of ‘Credit for 
Everyone, the advantage of the ‘Four Ways 
illustrated by 
stage-settings with moving marionettes. The 
first, the ‘Regular Charge Account,’ 
Mrs. Clubwoman with her station wagon, 
two children, and a Bamberger doorman and 


tacular window display 


great comment 
crow ds. 
were four 


to Buy’ separate 


showed 


enumerated the conveniences of this account 
Mrs. 
in action with her family around her 
stressed the point that she lumps all 
her purchases together and pays for them 


to her. The second depicted House- 
wife 


and 


with Bamberger’s ‘Budget Charge Account.’ 
The third shadow-box puppet-show found 
Mrs. Newlywed in her brand-new kitchen 
and extolled the virtues of the ‘Deferred 


Payment Plan. The fourth and last scene 
showed an office with Miss Career Girl hap- 
pily starting on her first rung up the ladder 
with her budget balanced through the facili- 
ties of the ‘Coupon Acount.’” 

Ray Martin and his staff at Consolidated 
New York, Inc., New 


worked out the display at the 


Edison Company of 
York City, 
lower leftt—one of the prize winners in the 
“Cut-Awl” contest. As is 


well known, the 





ANRODD¥ HOENO? 


Aways 
to buy 











little love for utilities; 


while it is not known whether this display 


general public has 





























was designed with that thought in mind, it 
a type and clarity which must 
many people that utilities con 
enormous sums to the 
state, and national 
The unit showed graphically that Consoll- 
dated ] 
year to support the entire police department 
of New York City for about six months, 01 
enough to maintain the whole fire depart- 
about one-fifth 


is of have 
convinced 
tribute 
their city, 


I 


support 
government 


Edison pays enough city taxes each 


ment for nearly a 
the annual cost of the city’s public schools 
A footnote added that state and federal taxes 
amounted to nearly as much as city taxes 


year, or 


the whole reaching a sum of nearly $1,000,000 
a week. 

Almost every store has frequent occas 
to use displays making a tie-in with a | 
drive, the Red Cross 
some similar worthy group. Louis A. Banks, 
The Hecht Washington, | 
created the display seen at the lowe! 


community chest 


Company, 


“War Relief” was in cut-out letters mou! 
out from the background. blow-ups 
of appropriate cartoons were the central 

flanked by a 


showed 


Three 


ures, large red cross. Ot 


Red ¢ $$ 





pictures scenes of the 






in action. 
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SPARKLING 


PLEAIGLAS 


DISPLAYS 


BY KORRECT-WAY DISPLAY PRODUCTS 










Y providing the richest possible set- 
ting, transparent PLEXIGLAS displays 






sell merchandise faster. Time and again 






PLEXIGLAS displays in windows and on 






counters have proved this to the satisfac- 






tion of the shrewdest men in the display 







business. 


When you consider this selling record 






and combine with it the performance ad- 


vantage of durable, light-weight PLEXIGLAS 







displays, you have strong reason for let- 






ting PLEXIGLAS displays actually show what 





they can do for you. 








LOOK FOR THIS BRAND NEW TAG THAT 
IDENTIFIES GENUINE PLEXIGLAS DISPLAYS 









THE 
} 









CRYSTAL-CLEAR PLASTIC FOR QUALITY DISPLAYS 








PLextceas is the trade mark, Reg. U. S. Pat. Off., for the acrylic resin thermoplastic sheets manufactured by the Rohm & Haas Company 


ROHM & HAAS COMPANY 


WASHINGTON SQUARE, P ; 
Ne: ; ‘5 PHILADELPHL- / 
Manufacturers of Leather and Textile Specialties and Finishes. (alae 


- Enzymes . . Crystal-Clear Acrylic Plastics. Synthetic insecticides. . Fungicides. . and other Industrial Chemicals 








AROUND MANHATTAN 


[Continued from page 18] 


“establish” the window, another copy being 
open to the page and held by the seated 
mannequin. The white net has been raised 
on brown poles, in testimony to Aunt Hetty’s 
thoughtfulness, and the running plant leaves 
rising from the rich brown earth have been 
entwined on the flanking poles. In the left 
foreground. bunches of the strawberry plant 
appear, fror. which presumably the standing 
mannequin has picked a berry which = she 
holds. White and blue overhead spotlights 
were used to create a daylight brightness 

United, as the committee responsible in 
tended shoppers to become for Chinese re 
lief, were a good share of shops in display 
ing the influences of the Far-lastern cul 
ture, whether in) merchandising or decor 
\ tasteful illustration of this was a pair of 
windows by A. Angus, executed for Jay 
Thorpe, one of which ts reproduced here 
It captured its oriental flavor by employing 
traditional motifs in an interesting manner. 
Phe central unit was a luxurious version o¢ 
a lantern, supported by white poling. Over 
the tluted sections of the white wire frame 
base was stretched fine white netting. Its 
top and battom were edged with white silk 
fringe, with matching tassels, tied with fuch 
sia velvet ribbon and gold braid bows. For 
the background, a large fan made of heavy 
white paper and embellished with typical 
landscapes painted in Chinese red ino which 
pagodas, bridges, ponds and profuse adorn 
ment figured, was spread open. Smaller edi 
tions of it, treed with gold braid were scat 


tered over a pale ereen fibre floorine. out 


lined to resemble a lily pad. Ulumination 


was bright white, issuing from. side spot 


liehts 


—At the top of the page is a window by Tom 
Lee, Bonwit Teller's. The theme is taken from 
the book "Mrs. Miniver;"' the setting is carried 
out in minute detail. . . . Center, Hazloit 
Glazebrook uses reed forms for a display of 
straw hats at De Pinna's. The color scheme 
was in maroon and blue... . Right, the oriental 
influence is roflected in this display by A. 
Angus, for Jay Thorp.— 
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Engaged in a common campaign for relief 
from heat, other displaymen demonstrated 
their respective ways and means of beating 
the weather. For the fraction of the metro- 
politan male contingent which must go out 
in the noonday sun, Hazlett Glazebrook, 
DePinna’s, presented a solution with a dis- 
play of light headgear. Sandwiched between 
two other men's displays, the one pictured 
used the same guards’ colors throughout, 
the left backwall panel being covered in 
blue fabric and the other in maroon, cor- 
responding to that used in the adjoining 
windows. All other units were painted in 
maroon, the floor platform being raised by 
large gold corner balls. Against these tra- 


ditional masculine tones, natural color reed 
head forms, attached to poles painted in ma- 
roon, jut out from the center cube. On 
these ventilated heads, the hats with bands 
of the two tones emphasized are displayed. 
The forms on either side of the copy card 





continue to the shoulder line and are utilized 
to show ties, which, like the silk handker- 
chiefs also shown, are of guards’ colors. 
Overhead bright hghting heightened the nat- 


ural colors. 


Speakers Stress Display 

Before A. F. A. Group 
Citing the decreased power of newspaper 
advertising due to the competition of inter 
national events in the news at the present 
time, I. J. Bander, vice-president and gen 
eral manager of the drug division of Me 
Kesson & Robbins, recently told the window 
\dvertis 
ing Federation of America that this 1s all 


1 


and store display conterence of the 
the more reason why attention should be 
focused on display Speaking at the na 
tional convention in) Boston, Bander asked 
that a study be made for the results pro 


] ] 


duced by displays in order to capitalize on 


the greatest pessible coverage of consumer 


contact points. He cited badly-planned dis 
plays and “misfits” as responsible for much 
of the waste involved in this medium. He 
added that of the 60,000 drug stores in this 
country, one-twelith do 25 per cent of the 
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total volume—but warned that display 
studies should not neglect the smaller stores 
since display must tie in with and supple- 
ment the efforts of national advertising 
which reaches all parts of the country. He 
listed six essentials for good displays: color 
light and motion; easy to read and under 
stand: and balance between copy and illustra 
tion; human interest; tie up with other ad 
vertising done by the firm; brief story 
what the product is, what it will do, an 
how much it costs. 

F. D. Gonda, vice-president, Einson-Free 
man Company, Long Island City, N. Y 
was the second speaker. He emphasized five 
points for effective displays: they must hel; 
the dealer sell merchandise other than that 
of the advertiser; help him sell the store 
help tie up with seasonal or other national 
appeals; help to promote a department 01 
general type of merchandise, and bring cus 
tomers into the store. 


"The Glass That Bends" 
Placed On Market 

The United States Plywood Company, In 
103 Park avenue, New York City, has _ re 
cently placed on the display market a prod 
uct known as “Flexglass.” Made of genu 
ine glass, with a nominal thickness of 1/16 
inch, the material will bend concavely or 
convexly and can be cemented to any smooth, 
hard surtace. It is mounted on an exten 
sible and compressible fabric and then di- 
vided into a series of units, either squares 
or rectangles. The glass is non-absorbent 
and can be used for either indoor or out 
door installations. Thirty colors are avail 


able. “Flexglass” comes in four types 
opaque, flat mirror, rolled pattern mirror, 
and metallic. Literature is available. 


Clarence Lawrence Dies; 
With Rudge & Guenzel 

Clarence G. Lawrence, for some time dis 
play manager of Rudge & Guenzel, L1 
coln, Neb., died recently at a local hospital 
He was 49 vears old. He is survived by th 
widow and a son. 
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GET YOUR COPY 
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sensationally 


New and Different 
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Send today for your free set of the new Sherman 
DOUBLE FEATURE DISPLAY GUIDE with new 
Sherman materials and 70 display ideas for Fall and 
Christmas. 


i 
! 
1 
SHERMAN PAPER PRODUCTS CORP., Dept. D-6 
U 





A REMARKABLE NEW IDEA 
The Double Feature Guide 


Feature No. 1—an 8-page display cata- 
logue for Fall. 







Newton Upper Falls, Massachusetts 





Name 






Feature No. 2—a separate 16-page * Company 
Christmas catalogue—delivered to you 
banded together in the most unusually 


convenient form ever! 







Street 









City State 
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—'Coldfoam'' cleaner, o 
new product, is merchan- 
dised right at the point-of.- 
sale by this counter display 
by Forbes Lithograph Com. 
pany, Boston, for the Savo 
gran Company, of the same 
city— 


—Lithographed in five colors 
and gold-bronze, this display 
for Hood 'Suprex' rubber 
heels has simplicity and dig- 
nity to tell a convincing 
story of product quality. De- 
signed in collaboration with 
Henray A. Loudon, and pro- 
duced by Forbes for Hood 
Rubber Company, Water- 
town, Mass.— 


—This novel Hiram Walker 

gin salesman for dealers’ 

windows will tempt many 

new customers with his cool 

appearance and genial in- 

vitation to enjoy a tall cool 
drink— 


—One of the eight different 

pieces in the new point-of- 

sale promotion for Schenley's 

gin is this folding cardboard 

stand for counters or win- 

dows. Lithographed in blue 
and gold— 


—Rumford baking powder is 
sold at the point-of-sale by 
reminding housewives of 
tempting dishes in which 
baking powder is used. This 
strawberry short-cake __re- 
minder display is by 
Forbes— 


—This deluxe gold frame is 
being used by Hiram Walker 
to aid sales on “Deluxe” 
bourbon. It is used with a 
series of displays, each in 
the same color scheme— 


—tThe little Tappan man is 

the work of Old King Cole 

Inc., Canton, Ohio, for Tap- 

pan gas ranges. The figure 

is made of "Laminite’ pa- 
pier mache— 


—Created in collaboration 
with National Carbon Com- 
pany, Inc., New York City 
by Forbes, the combination 
window and counter disploy 
for Eveready ‘Mini-Max” 
batteries for portable radios 
shows an actual radio itsel! 
plus selling copy for the 
batteries— 
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“ They're real display hits — the=¢ 
oe Columbus Satin-Glo patterns designed for 
wide adaptability and correctly color keyed 
to fall’s emartest merchandise- Quilted Satin , y 
Glo, with raised quilted plocks; Satin-Glo v « 
Brocade, a richly embossed pattern In soft yp oo 
satiny finishes — each in 17 appt aling color nd 
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Seasonalle Ideas... 


By EVERETT SCROGIN =e 
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*TRAPPERS’ CABIN BACKGROUND FOR FUR SALE DISPLAY: 
Draw or paint the cabin on wallboard. Furs or tur coats may be 
hung from wooden pegs on Front of cabin. Artiticial snow, 
/ogs, stumps,etc. may be added, as we//as anima! tracks 4 


















































- B= OU: om 
Qz- — sfc. @agg:| °° * BACK TO SCHOOL DISPLAY 
23: - e : fane/ poster of schoolhouse. Cutout cupole, 
with swinging or ringing be//. Display school 
— So, —- —. clothes on teeter-fotter or other schoo/ accessory 
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ase -CHESTNUT- x 
rea Medium Dark Brown 
oe - GUNMETAL: 
a Dark Gray 
° “MAHOGANY: : 
Medium Brownish Red : 
a “NAVY BLUE: »y 
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- ROYAL PURPLE - 
Bright Violer P u 


CaS 


Y 
Show tine furniture in contrast with 


oe i] 
@ hewn log or other rustic piece. Include ESI Na NERS MROSESRO RTE GS icicles, penguins and other symbols 


Frosted windows, Eskimos, /cebergs, 




















a crattsman mannequin, tools, shavings EVERETT SCROGIN of coo/ness may be effectively used 
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It’s Ready-- 


Keyed to the Minute 


TO HELP MODERNIZE 
YOUR DISPLAYS 


The big battle for “sales” is now on. 
Increased employment and larger pay- 
rolls have given business it brightest 
outlook in years. Let Fairy Forms put 
you out in front with selling displays 
that are packed with glamour and 


allure—displays that really sell. 


aoiiiaie 
Seems 


Our 
shows the very latest Fairy Forms for 
Shoe 


form illustrations are in full color, sug- 


new catalog is now ready. It 


hosiery, footwear and neckwear. 


gesting striking display effects that will 


bring shoppers into your. store. 


If you have written for your catalog, 
it will reach you in a few days. Hf you 
have not sent your request, be sure to 


do it without delay. 


SHOE FORM CO. Inc. 
Auburn, N. Y. 
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RELATED ITEM DISPLAY 
[Continued from page 15] 


of $87.95 with which to pay his 


(which remain the same), and for his profit: 


expenses 


an increase in profit of $15 on $260 sales 
or 5.8 per added to whatever 
profit he normally While may 
proved to us 


cent to be 
makes. 
argue figures, it 
that mark-up is not the answer to the retail- 
adver- 


you 
about these 
ers’ problem in handling nationally 
tised products. 

Let's follow this thinking a_ little 
further, and see what an increase in the size 


Same 


of a sales slip produces in the way of in- 
creased profit. We found that the average 
sale for the men’s department was $2.01, with 
a profit of 8 cents. 

The related department with styled items 
displayed together contributes twice as much 
profit with an average sales check of $3.58, 
and over eight times as much profit as the 
average sale in the entire department. 

In one of the test stores during the month 
of September, we displayed an Arrow adver- 
tised feature on a table in the department 
store where they stocked thirty-two. shirt 
patterns and it did 16 per cent of the total 
fancy shirt business for a specified period. 
We then wondered what would happen if 
we displayed only four numbers and we 
found that the store did over 60 per cent of 
That 
proves that a large number of patterns is 


its business on these four styled sets. 


not necessary, and profit can increase if store 


inventory is under control, providing our 
related selling display and = stocking tech- 
nique is employed. 

Assembling merchandise into a_ related 
section does not necessarily mean that a 


store has to have more floor space. Instead 
it helps the store to concentrate merchan- 


dise. We wanted to demonstrate that we 
could increase the store’s profit by allow- 
ing the consumer to buy all his require- 
ments at one location. In a department 


store under survey, the men’s furnishings de- 
partment normally did $118 per square foot 
in 1938. When we analyzed the store's rec- 
ord at the end of 1939 during the period of 
selling, we found that 
doing $301 per foot. 


30 per cent of the department 


related display and 
the 
Think of it 
sales was made in 13 per cent of the space! 


shop was square 


related items 


display is 


The technique of bringing 
together at the point of what 
turns the trick. You all the difficul- 


ties a consumer has in buying the original 


know 


dress requirements or replacements for for- 
mal wear: shirt, tle, suspenders, socks, links, 
scart, handkerchiefs, ete. If 
want all the items, it means that ordinarily 
you have to visit eight to ten departments 
We designed a fixture to bring 
all those items together so that a consumer 


gloves, you 


to get them. 


would see them all when he went to buy a 
shirt or tie. We placed the fixture 
The only 


dress 
in a men's department. instruc- 
tions given to the sales people were that 
every customer who came in to buy a dress 
shirt or tie was to be guided over to this 
fixture. The result was that 80 per cent of 
the people bought added items without urg- 
ing! 

\t the into the 
fixture and sold at 
a variety of small units which display 


risk of getting ourselves 


business we designed 
cost 


and stock merchandise at the point of sale, 
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thereby creating added business for the r 
tailer which is substantially all profit. 
We found that the consumer has 
faith in products with which he is famili: 
and when he is permitted to buy those iten 

he will do so without sales pressure. 

Our next objective was to see how 
could improve the sales of our products 
tying them up with display and_natio: 
advertising. We had been featuring relat. d 
merchandise in our advertising for ma 
The had shown that m 
chandise in their windows, but many times 


gre 


years. stores 


the customers were unable to locate é 
displayed merchandise in the. stores. e 
conducted several tests in the stores to 


find the best method of getting the merchan- 
dise out and on display where customers 
could see it. Taking shirts, we used four 
methods: 

1. One group of shirts was displayed on a 
table along with selected ties. Just one pat- 
tern was selected by the clerk. 


2. A second group of shirts was displaved 
on the counter adjacent to the tie rack 
which held selected ties. 

3. A third group was displayed and 
stocked inside the show cases. 

4. The fourth group was stocked in the 
back fixture along with other shirts. 

The results? Out of the shirts sold, 70 


per cent were from the open displays on the 
table and the counter. Not only that, but 
we found that 51 per cent of the shirt cus- 
tomers who bought from open displays also 
bought ties, while only 20 per cent bought 
ties when they were inside the case. For 
the sake of experiment, we did not use any 
of our feature merchandise in tests. 
When we later our feature merchan- 
dise, which consists of shirts, ties, under- 


these 
used 


wear, and handkerchiefs designed for each 
other, we sold as many as 75 ties to every 
100 shirt customers. 

Carrying this thought one step farther, we 
wanted to see the results of having this mer- 
chandise tied up with the window display, 
counter display, and with the national ad- 
vertising at the time it was run. Our test on 


this angle covered a period of five weeks 
and was made in three stores simultane- 
ously: in a clothing store in a small city, 


in a department store in a medium sized 
city, and in a haberdashery in a large city. 

The first two weeks we asked the 
not to display Arrow merchandise in 
windows or on the counters. The resultant 


¢ a1 
sales were average in respect to the normal 


stores 


the 


operations. 
The third week we asked the stores to 
play Arrow shirts in their windows and on 


dis 


their counters. The resultant sales showed 
a 23 per cent increase over the previous 
week, which was also 23 per cent above 
average. 

The fourth week related item trims and 
display cards were added to the same win- 
dow and counter displays plus a_ reprint 
blow-up of our national color advertisement 


which appeared in a publication that sam 
week. The result showed a 20 per cent in- 
crease in sales over the previous week and 
48 per cent above average. 

The fitth week 
remove all Arrow 
and windows. The 
than the previous 
per cent above average. 


the stores 
from 


we asked 


displays count 
sales were 19 per nt 
week and 


We found that the 


less onl, 
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EXHIBITORS 


American Fixture & Mfg. Co. 
The Adler-Jones Company 
Abacot Displays, Inc. 

Barkraft Company, Inc. 

C. Barrango Company 

Bliss Display Company 

Bulkley, Dunton & Company 

Eve Brueser Studios, Inc. 
Carson Pirie Scott & Company 
The L. J. Charrot Company, Inc. 
Consolidated Novelty Co., Inc. 
Ruth Copeland 

Coy, Disbrow & Company, Inc. 
Crystal Fixture Company 
Century Lighting, Inc. 

L. A. Darling Company 
Decorative Novelty Company, Inc. 
Decorative Plant Company, Inc. 
The Display Equipment Corporation 
Animated Display Creators 
Display Mannequin, Inc. 
Durable Displays, Inc. 

Dr. H. Dux Company, Inc. 
Dazian's, Inc. 

Gardner Displays Company 
Garrison Wagner Company 
Gastart Decorations 

Earl W. Gasthoff Company 
Greneker Studios, Inc. 
Grimm-Lambach Art. Flower Co. 
Richard A. Guthmann 

David Hamberger, Inc. 

A. L. Hansen Mfg. Company 


Ludwig Ries 

A. Lutz 

Hugh Lyons and Company 
Messmore & Damon 

Maharam Fabric Corporation 
Mannequin Display Studio 
Marquardt & Company, Inc. 
Mileo Mannequins 

Modern Art Studios 

The Moortgat Studios 

Old King Cole, Inc. 

Oltmanns 

Paper Converting & Finishing Co. 
Reyburn Manufacturing Company 
Rubber Products, Inc. 

Rip Studio 

Schack Artificial Flower Company 
Schever Art Metal Mfg. Company 
Select Artificial Flower Company 
Sherman Paper Products Corp. 
Sherwin-Williams Company 

Shoe Form Company 

Nat Siegel 

Silvestri Art Mfg. Company 

W. L. Stensgaard & Associates 
Timely Service 

United Pressed Products 

Vazah, Inc.—Cora Scovil 
Wabash Appliance Corporation 
Jas. B. Williams, Inc. 

Whitnah's Display Products Co. 
W. M. Zeppen-Field Studios 


SPEAKERS 


William C. Cahill 
Carl V. Haecker 
Rev. Ernest Lynn Waldorf 
Mayor Edward J. Kelly 
Jos. B. McCann 
George Hermanson 
George Bailey 
George B. Gaw 
Henry Harringer 
John T. Chord 

Kay Kamen 

Gene Flack 

Laszlo Gabor 
Frank G. Bingham 
Dan Hines 

J. R. Cooper 
Maurice T. Rielly 
Jas. B. Hawthorne 
Lloyd Grisamore 
Perry Smith 

R. C. Kash 


Elmer T. Stevens 


International Association 
of Display Men 


J. B. McCann, President John L. King, Managing Director 
l. A. D. M. HEADQUARTERS 


402 EVENING STAR BUILDING 


WASHINGTON, D. C. 

















VIRGINIA ROEHL 
DISPLAY NEWS SERVICE 
47-West 57th Street 


NEW YORK, N. Y. 
PLAZA 33-5968 


Complete 
photographic files 


Studio Still Lifes 


Reprints 
always available 


at moderate prices 


Window 

and Interior Display 
Service for Department 
Stores and Specialty 


Shops — mailed weekly 


Complete 
information and samples 


sent on request 
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sales results were in exact proportion to 
the peaks of national advertising coordinated 
with counter and window displays, and 
hooked up with related selling units. 

This latter survey may not be extensive 
enough to establish definite national figures. 
However, if all our accounts followed our 
related selling program and instructed their 
display managers to tie in their window and 
counter displays with current national dis- 
plays, we know they would have an increase 
in sales. Though it might not be an assur- 
ance of exactly 48 per cent increase, cer- 
tainly even half that amount of increase 
would be sufficient compensation to warrant 
whatever little effort these displays would 
entail. 

To sum up, I want to emphasize the five 
major points that must necessarily be con- 
sidered for a related selling program. 

1. Store system must allow free inter- 
selling on one sales check. 

2. Related items must be displayed to- 
gether. 

3. A small quantity of selected related 
items must be stocked with the major item 
at the point of display. 

4. The combinations wherever possible 
must be styled for each other. 

5. Follow through on advertising and dis- 
play. 


Judge Onder Removal | 
Of "Sound Effects” 


The Fifth Avenue Association, New York 
City, has long banned the use of motion and 
sound in the displays of member stores, 
finally conceding that when it is used with 
“good taste” that it is permissible. Appar- 
ently a device described as a “noise-maker,” 
and which was used recently by Franklin 
Simon & Co., did not fall in that category. 
A complaint was made to the city authori- 
ties, with the result that Ralph W. Smith, 
store manager, was haled before a judge 
and received a warning that unless the de- 
vice was removed immediately a warrant 
for arrest would be issued. The judge 
added that Fifth avenue is a “national high- 
way” and that displays should be in keeping 
with that idea. 


Marian Canfield Wins 
Local Contest 

First award of $25 in a display contest 
sponsored in San Francisco by the Cali- 
fornia) Millinery Guild has been won by 
Marian Canfield, H. Liebes & Co. Charles 
W. Davis, O'Connor, Moffatt & Co. and 
\. Miller, Capwell, Sullivan & Furth, Oak- 
land, tied for second place and were awarded 
$10. each. 


Vibration Service Lamps 
Are Now Ready 


To overcome vibration, jar, and shock 
which ordinarily seriously impair the effi- 
ciency and life of electric light bulbs, the 
Wabash Appliance Corporation, Brooklyn, 
has announced a new type of vibration serv- 


ice lamp whose construction protects the 


filament from vibration and jar. It is ree- 
ommended for use where early burn-outs are 
caused by vibration, such as that found in 
store windows, and for use in hanging fix- 
tures that might be subjected to accidental 
jolts and other rough usage. 
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In appearance, the lamp has the sar 
overall length as an ordinary bulb, but it 
made in a larger oversize bulb of wid 
diameter to increase the convectivity of t! 
heated argon and nitrogen gases inside t! 
bulb, thereby allowing the lamp to bu: 
“cooler” than usual. The filament is cus! 
ioned against shock by four molybdenu 
pigtail springs welded to six flexible fil 
ment supports. The entire stem unit h 
been shortened and made flexible. A nicl 
neck reflector disc welded to a seventh su 
port reflects light away from the neck 
the bulb, while a center piece of mica 
sulates the wire supports from the dise and 
helps keep heat away from the base. Thy 
new lamp will be made in 100, 150 and 200 
watt sizes. 


Carstairs Distributes 
Baseball Calendars 


Distribution of 35,000 Carstairs baseball 
calendars to bars and grills 1s now in prox 
ess throughout the territories in which Car- 
stairs products are sold. Each calendar con 
sists of a pad of 1605 sheets—one for each 
day of the playing season that began April 
15. Each sheet lists in large type all Na 
tional and American league games for that 
day, with space to record the score, and so 
attract customer traffic. 

The baseball calendar was created and 
executed by Advertising Arts Corporation, 
1775 Broadway, New York City, who spe- 
cialize in point-of-sale advertising for na 
tional advertisers. 


Wife Of Displayman 
Killed In Crash 

The wife of Clare F. Cutter, display man- 
ager for Hart-Albin Company, Billings, 
Mont., was killed instantly on May 12 when 
the car in which she and her husband were 
riding overturned. The couple were on their 
way to the home of Mrs. Cutter’s father to 
observe their first wedding anniversary. 
Cutter received only minor injuries. Mrs. 
Cutter, 30, was a graduate of the University 
of Washington, Seattle, and had held various 
positions as librarian in Lewistown and Bill- 
ings. She is survived by the widower, her 
father, two sisters, and a_ brother. 


Invisible’ Windows 


Are Damaged 

Fire which developed from a faulty elec- 
trical connection recently did several hun- 
dred dollars damage to the largest “invis 
ible” glass window in Cincinnati. Located 
in the building of Jenny’s, Inc., for which 
Russell C. Kehrt is display manager, the 
window has been replaced with the same 
tvpe glass. 

In New York City, an inebriated citizen 
tried to pluck a clock out of the display o! 
Mauboussin-Trabert & Hoeffler, on Park 
avenue, with the “invisible” glass beimeg 


broken. 


Traphagen Announces 
Summer Course 

The Traphagen School of Fashion, 
Broadway, New York City, announces 
opening of its six-week summer cours¢ 
July 7. Included is a class in display. 
erature will be sent on request. 
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Dittmar Named President 
Of Display Club 

Further organization work has_ resulted 
in the launching of the Metropolitan Dis 
play Mens Club, New York City, at a meet 
i at the Hotel Pennsylvania on May 14 
Forty were in attendance and elected the 
following officers: president, Lothar Ditt 
mar, D. M. Read Company, Bridgeport. 
Conn.; first vice-president, Samuel Rosen 
berg, A. I. Namm Company, Brooklyn; sec 
ond vice-president, Frederick Hart, Kresge 
Company, Newark; treasurer, Isaac Strauss, 
Meyers Brothers, Paterson, N. J.; secretary, 
J. Graham Waters, Brooklyn. 


Quintrell Participates 
In Local Event 

A “treasure hunt” for local school children 
is being conducted in Dayton, Ohio, in con 
nection with the city’s centennial celebra- 
tion, “Frontiers of Freedom,” from June 15 
through June 22. Everett W. Quintrell, dis 
play director, Elder & Johnston, is chair 
man of the committee handling details of the 
hunt—and also invites neighboring display 
men to attend the centennial celebration. The 
treasure hunt will consist of identifying var- 
ious displays in Dayton store windows. 


Hanson Leaves 
N. R. D. G. A. 


Joseph E. Hanson has resigned as man 
ager of the sales promotion division of the 
National Retail Dry Goods Association, 
New York ( itv, to become director of sales 
promotion and public relations for Simplic 
ity Pattern Company. Hanson will be re 
membered as one of the speakers at the con 
vention of the International Association oi 
Display Men at Detroit in 1940, as well as 
figuring in the much-discussed question of 
merging the I. A. D. M. with the N. R 
Wy Xa. Ay 


"History of Ribbons" 
Is Released 

\ condensed “History of Ribbons,” to 
gether with informative data on how ribbons 
are made, how they can be tied in various 
Ways, and their use in display, is contained 
in an interesting booklet entitled “Taffel 
Tales.” It is available on request to Taffel 


Brothers, 95 Madison avenue, New York 


Intensive Summer Courses 
Offered By Institute 
| P 1 


ensive summer Courses Of sIX WeeKS 


duration, specializing in all phases of win 
dow display and retail advertising, will b 
given by Display Institute, 3 East 44th street, 
Ni York City, starting July 7.) Full in 
formation can be obtained from the address 
ab 

Department 


Of Correction 
Formerly reported as assuming charge oi 
display for Wallachs, New York City, it 
ne revealed that Miss Maria Massey has 
1 the men’s wear firm as a member of 
tl isplay staff, according to N. T. Haw 
ki personnel director 
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WE ARE PREPARED 


* * 


VISIT BOOTH 30 ROOMS 500-501 


Our Complete Fall, Winter, and Holiday Lines will be on display—Latest 
Creations—Art Panels—Valances—Jewel Tinsel—Chenille—Background Papers 


COY, DISBROW & COMPANY, INC. 


National Distributors of the Original and Preferred Extra Wide Seamless Paper 
New York Office Chicago Office California Office 
686 Greenwich St. 228 N. La Salle St. 6381 Hollywood Blvd., Hollywood 
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Here is 


ALL OUT 
DEFENSE 


for good window 
and store dis- 


plays... 


SPECIFY 


GLOSSI- 
ROLL 


DISPLAY ITEMS 


They defend and protect 
merchandise displays with 
"scenic'' effects of high 
originality, fine color, and 
all-around appealing at- 
tractiveness. 


GLOSSI-ROLL DISPLAYS 
are durable, adaptable 
and built to insure con- 
stant satisfaction. 


EXCELSIOR 


PAPER SPECIALTIES 


CO. INC. 
622 W. 57th Street, N. Y. C. 
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Qcshion- Vane 


CP FRANCINE POST Sm 





you glimpse the 


today 
Jekyll and Hyde picture that’s on the way 


Looking ahead 


Fashion is definitely going to two 
casual on the one side and _ not- 


for fall. 
extremes 
casual on the other. 

It will be a case of 
tailored, informal and utilitarian in countless 
costumes and accessories in one camp, and 


completely casual, 


in the other an escapist’s paradise of femi- 
nine and elegant dress-up styles. And, par- 
adoxically, both groups will have some in- 


fluence on the other. That is, the casuals 


will many of them be frankly pretty, in 
French-type  soft-to-touch-and-work wool- 
ens, styled along soft tailored lines. They 
are essentially informal, but borrow the 


feminine touch in many cases from. their 
dressy sisters. 

And similarly, the dressy styles, elegant as 
will be their (metallic touched 
woolens, satin touched crepes and wools and 
the like) and even more elegant their smooth 
shoulders tapered silhouettes and mere-flick- 


ers of fullness in tunics and such, they will 


tabrics 


borrow from the casuals in such matters as 
simplicity and well-bred restraint. 

This situation promises a happy solution 
with clothes suited to 
. and to varied 
displays 


to many problems... 
the times, to temperature . . 
occasions. And promotions and 
will have some new extremes with plenty of 
news to play up. 

Primarily this is the fall fashion show but 
the previews are to be presented throughout 
the summer, of course. The early presen- 
tations of “Wicked Black” were previews, 
and resulting success of these fashions con- 
firms opinions that a dressy-school of fash- 
ion for fall, and peak summer promotion, too, 
was very much the needed style change. 

Don't get the however, that this 
dressy trend will eclipse the casuals. Far 
from it! As indicated above, by sheer con- 
trast the not-casuals, filling a separate need 


idea, 


for dressy moments and moods, will help 
along rather than hinder the casuals. No 
longer taxed into service inappropriately, 
the casuals can develop superbly along their 
own exclusive lines. 

At no time does the coming 
overshadow current fashion events as does 


season so 


the fall season in mid-summer. The so- 
called August coat sales, now rushing July, 
precipitate autumn styles into summertime. 

\nd so the fall casual-versus-dressy pictures 
are of great importance to displaymen to- 
day. 

On the casual side in furs the fashion pic- 
dominantly smooth 
shoulders—be the with 
only a modified adaptations of the new line, 


ture will be this: 


shoulders  set-ins 


or be they the extremes, the dolmans 
with tapered sleeves and slim, slim strais 

or box lines are high style in the hig! 

priced furs, as well as in the lesser. Deep 
cuffs are news on straight, loose sleeves 
And while dropped shoulders and yokes 

give this effect are to be widely introduced 
the look of universal 
Padding is smooth, and used t 
achieve a_ gentle, but firm, curve over 
shoulder lines wide enough to keep propo: 
tions well balanced. Sleeve fullness at th 
top also contributes to maintaining the “pa: 
achute” silhouette. (Or call it the bulk-at 
top silhouette, or the tapering silhouette 


narrowness is 
avoided. 


Speaking of the “parachute” silhouette, it’s 
the news and will be the basic silhouette 
both casual and dressy styles, in fur coats, 
cloth coats and in dresses. It means, simply, 
that the straight and narrow line through 
the skirt and body is the line that is to 
with top width. 
In the dressy particu- 


continue, There will be 
countless variations. 
larly, the variations, seen already in summer 
black promotions for cocktail and after-date 
wear, are spots of fullness discreetly in 
front, or inside cascades, or tunics that pro- 
vide the gentle touch of fullness separate 
from narrow. skirts, or little peplums and 
the like. 

Be the specific costume the straight, nar- 
row box fur, for example, or a fitted type 
full length coat, the restraint ot fullness, 
the lengthening of the waistline and_ the 
general penciling of the silhouette will con- 
tinue. And at the top, in every high fashion 
case, will be the smoother shoulders with 
the new yoke treatments. 

Speaking of fine detailing, watch for thes: 
trends in the cloth coats and suits. Thes 
tendencies are tremendously important. The) 
mean: lots of furless styles in both casual 
and dress types because the details of tail- 
oring in yokes, and dropped shoulders 
so forth are interesting enough to stand 
alone. Fortunate indeed, now that fur prices 
are rising! But frankly, it isn’t the 
prices that are so much responsible for the 
cases of fur omission as it is the trend to 
the dressmaker details on casuals as well 
as dressy cloth suits and coats. 

In costume suits for fall expect two mat 
types, the full length coat over its own dress, 
and the longer jacket over its own dress. 
In either group the coats may be fitted 


they may be the narrow box type. If they 


are fitted they will be, in the casuals, loos 
classicly fitted in the well-! 
English manner. 
will be that of the elongated mid-riff. 


easy, 


And in the dressy the ft 
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uch lower waist and never the squeezed-in 
Jook. 
Materials are fascinating for fall. Amer- 
include: wondertul 
with 
match in 


in wool achievements 


ficeces for casuals dress woolens 


and coat twins to comparative 
weights—(these fleeces promise to be tops, 
absolutely, in British pat- 


terns in bold plaids of wonderfully subtle, 


casuals). type 
as well as some bold, colors, are important 
young But, and here's the 
have soft finishes rabbit mixes in 
Soiter than ever to handle 


fashions. news, 
they 


countless pieces. 


are all fall woolens! French type finishes 
are being produced in volume, in_— sheer 
suede finish wools, diagonals, giant her- 


ringbones for coats and baby ones for suits, 
in downy finish tweeds and nubbys. 

Universally, or very nearly, fall woolens 
have gone soft! 

And in colors ... well the importance of 
color continues and brings some wondertul 
new developments. Due to the early intro- 
duction of black again for 
early return to will no 
dark, sophisticated color... 
purple by all means—its fashion possibilities 
have been barely 
garnet tones, and browns and more browns 
from one called “Black Cherry,” scarcely as 
brown as it is black, to 
tobacco browns. (The browns are to be 
first, in range from neutral to dark, 
with the reddish tones tremendously impor- 


summer, the 
doubt be to 
rich deep green, 


color 


touched—blue-wines or 


rich Indian or 


wide 


tant.) Blue-wine will take the high fashion 
place of reds. And the blues can be counted 
on, but RAF blue rather than navy. 


Yes, despite the silhouette news, and the 
two big fashion camps tor important promo- 
tion, color is again foremost fashion news. 
As the season advances expect more brights 
to return, and then fall pastels in quantities 
never seen before, for volume promotion. 
All the while unusual high 
style subtle color schemes will be appearing. 


very and new 
For example, soft gray with brown in two- 


tone casual woolens, dominant taupe-brown- 


gray with vellow-green and = sky-blue, and 
blues with greens. The casual color story 
will be tremendously important with many 
new introductions. The dressy color story 


will be important, too. 

Summing it up: fall casuals will favor all 
the browns, subtle combinations, as 
well as bright plaids and tweeds, RAF blues, 
mossy greens and blue-wines. 
will favor rich, black-brown, black and ele- 
gant colors such as deep green-blue, purples 
and dark blue. 

In the well as the costume 
picture the above predictions hold true. It’s 
casual shoes versus dressy, wonderful lower 


color 


Dressy styles 


accessory as 


heeled beauties versus high heeled feminine 
beauties. (See the July column for further 
details.) It’s 
and alligators 


casual smooth-shoe leathers 
and 
failles, and perhaps even black satins (pre- 
1941), 


with most everything, with casual costumes 


versus dressy suedes 


It's casual contrasts, chiefly browns 


and dressy matches with dressy costumes. 


Larson Heads Display 
For Greenfield's 


Kaphael Larson has been named display 
Greenfield's, St. Louis. He 
succeeds John Eagan, who has joined a store 
In wos Angeles. 


Manager for 
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Flexglass removes the final barrier to 
. be- 
cause it is real glass, in 30 colors and 


full, free expression in glass. . 


patterns, that can be applied, inexpen- 
sively, to curved surfaces, convex and 








concave. Flexglass displays have tre- 
mendous attention value. Effects ob- 
tainable with it are beautiful, unique 





... and modern. Display men have 








dreamed of brilliant mirrors, gleam- 
ing metallics and lustrous opals that 
would conform to curves. Here it is 








. .. permanent glass that bends. 

















Striking 


California. 





curved display 
niches treated with Alumi- 
num Leaf Flexglass; Broad- 
way Shop, Pasadena, 





THAT BENDS 


GIVES DISPLAYS AN IMPACT 
NEVER BEFORE POSSIBLE! 





Eye-stopping for columns, pane!s and 
niches ... smart as a background for 
style merchandise .. . the latest thing 
for fixtures. Use Flexglass wherever 
you want exotic, exciting effects. In- 
stallation is simple and speedy be- 
cause Flexglass can be cemented to 
any smooth, hard surface . . . indoors 
or outdoors. It is non-absorbent and 
there is no surface finish or coating 
to wear off. Send today for free sam- 
ple card showing the thirty beauti- 
ful colors. 


30 Biliant (olers FOR INDOOR AND OUTDOOR USE 


UNITED STATES PLYWOOD CORPORATION, 103 PARK AVENUE, NEW YORK 
Manufacturers of Flexwood 


Flexwood and Flexglass are manufactured and marketed jointly by The Mengel Co., Louisville, Ky., 
and United States Plywood Corporation. 
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Sajous Outlines Aims 


Of Institute 


N AT U R A L T R EE B A R K Speaking before the convention of the 


Cut From Trees 


THE REAL THING! 

, (Not imitation) 
Beautiful sheets 14 
inches wide, 8 feet 
high, and 2! inches 
thick. Peeled from 
giant trees and pre- 
served in its nat- 
ural beauty. 


Packed 4 sheets to 


co 
a carton. 
“I 
© 
| $ 
2.50 
a sheet 


F.O. B. Cincinnati 
No Broken Cartons 


Price Subject to Change 
Without Notice 


Order today. Only 
a limited number of 
y sheets available. 
Ready for shipment 
about July 15. 





< 114Inches ~ 


GENERAL DISPLAY CORP. 


140 WEST FOURTH STREET CINCINNATI, OHIO 


JOBBERS | 


DON’T FORGET, 
See Us 
AT 
Booth 


14! 











You'll want 
( see ur 
newest crea 
tions a1 La 
lies’, Men's 
ind Chil 
Iren’s) Mat 
nequins and 
forms. New 
ideas but 
the imi ¢ 
quality, style 
nd 1 ] 
ity t the 

] 4 

low ce 





DISPLAY MANNEQUIN, Inc. 
257 WEST 17th ST., NEW YORK 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 

















e@Please Mention DISPLAY WORLD When 
Writing Advertisers 


Lithographers National Association at 
White Sulphur Springs, W. Va., on May 27, 
Edward T. Sajous, executive secretary, 
Point of Purchase Advertising Institute, Inc., 
New York City, said in part: 

“While the Point of Purchase Advertisin2 
Institute has been in actual operation for 
only a comparatively short time, specific 
definite results can already be recorded. 
We have become, in a sense, a_ clearing 
house, exchange, and source of information 
for advertisers and others interested in mer 
chandising. 

“Through personal contact and corres- 
pondence, a group of advertisers and large 
users of retail store display material ac- 
tively interested in point of purchase adver- 
tising, and eager to obtain facts and in- 
formation about it, has been built up. And 
to this group is going factual information 
on the various phases of retail outlet mer- 
chandising as it can be obtained. 

“From now on we have definite plans for 
enlarging and extending this service. The 
activity will be supervised and handled by 
Lincoln Jones, well-known authority in re- 
search and specialist in retail store mer- 
chandising, who was appointed Director of 
Research for the Institute in April, 1941. 

“Operation of the Institute has reached 
a point at which the display committee of 
the Association of National Advertisers felt 
able to give us recently a list of twelve 
questions which that organization felt were 
suitable for study. Our program of research 
under Jones’ direction will be largely guided 
by and based upen those questions which 
have to do mainly with the various phases 
of function, attention value, and market 
coverage factors. 

‘To my mind, point of purchase adver- 
tising has never received the consideration 
among advertisers which its merit warrants. 
There are many contributing reasons for 
this situation, but I believe the primary and 
underlying one is that advertisers have never 
been told the story of point of purchase ad 
vertising properly. [ believe that they hav 
not been impressed with the real facts re- 
garding this practical, effective medium. 

“It has been said that there is little use 
in trying to develop point of purchase ad 
vertising in the minds of advertisers. Many 
things, it is said, have been tried; many 
efforts have been made in the past to do 
that job. 

“I disagree with the opinion that it is a 


hopeless undertaking 


Point of purchase ad 
vertising has provable value. It is a strong 


cffective, direct method of moving merchan 


cise. When the tacts are properly pre 
sented to advertisers, when a real impres 
sion of the value and importance of the 


redium in the merchandising picture has 
been established, it does not seem reasonabl 
to suppose that advertisers will arbitrarily 
neglect and fail to give consideration to 
such a force 

“It is true that many attempts and efforts 
have been made to bring out the story of 
retail store merchandising, but while many 
of these efforts have, in. themselves, been 
been detached, sporadic, 
follow- 


valuable, thev have 
and lacking in consistency and 
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throvgh. It other words, there never ha 
been any continued, concerted, organize 
action such as the projected program th 
the institute offers. 

“Certainly no advertiser would expect 1 
do a real advertising job and to establis 
firmly in the public mind a trade-mark \ 
brand name with a one-time insertion in 
national magazine, followed, perhaps, | 
occasional and uncoordinated one or tw: 
time schedules in a few newspapers scat 
tered around the country. By the = san 
token, those concerned with and_ interest 
in point of purchase advertising can nm 
hope to see the position of the medium in 
proved by similar one-time efforts, no mat 
ter how good such efforts may be indivi: 
ually. 

“Only by concerted, coordinated, consist 
ent, sustained planning and activity, ca) 
the job be successfully accomplished an 
that is precisely the job of the Point of Pur 
chase Advertising Institute.” 


Baseball Week Contest 
Won By Dittmar 

First prize in the display contest spon 
sored by The Sporting Goods Dealer, St 
Louis, in connection with National Baseball 
week has been awarded to Lothar F. Ditt 
mar, D. M. Read Company, Bridgeport, 
Conn. Second and third places went to 
Gerald Hyde, A. G. Spalding & Brothers 
San Francisco, and H. W. Weems, Cliff 
Thebaut’s, Calif., respectively 
Other prize winners were: Joseph B. Kozak 
Babcock, Hinds & Underwood, Binghamton, 
N. Y.: J. A. Hybarger, Leonard’s Depart 
ment Store, Fort Werth; L. EK. Summerton 
for Sauer’s Department Store, Memphis, and 
I C. Gernert, M.S. Young & Co., Allentown 
Pa. 


Berkeley, 


Solomon Joins 


A. S. Beck 

Maurice I. Solomon has resigned as dis 
play manager of Stenchever’s, Paterson, N 
J.. in order to accept a position as director 
of display for the entire chain of A. S. Beck 


shoe stores. Before joining Stenchever's 


several vears ago he was in charge of dis 
play for the twenty-three New York | 

\dler Shoe Company, and. prio 
to that had directed display for the 400 G 


stores of 


R. Kinney shoe stores. 


Appoint Display Director 
For Marcus & Co. 

Marcus & Co., New York City jew 
firm, has appointed Mabel Macauley as 
play manager. Miss Macauley was fot 
Eaton & Co., Teront 
among the innovations she introduc 


teen vears with T. 
Eaton's were very unusual displays ot 
ion reproductions on miniature manne: 


Cheney Contest Won 
By Longenbaugh 

The prize ot $100 offered in the “Wi 
take-all” display contest recently spons 
by Cheney Brothers, 16 East 34th st 
New York City, has been won by R 
Longenbaugh, Lee A. Stahl Company. 
cago. A photograph of the winning dis] 
will be found elsewhere in this issue. 
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Nielsen Survey Reveals 
Sales Increase From Displays 

Speaking before a group of food execu- 
tives at a trade meeting in New York City 

1: May 27, Lionel B. Moses, of The Amer- 
ican Weekly, stated that impulse buying ac- 
counts for 24 per cent of grocery store sales 
and that grocery store managements should 
take advantage of the urge to buy created 
by national advertising and give “pre-sold” 
eoods appropriate display. He added that a 
survey made by A. C. Nielsen Company, 
which checked the sales of four nationally- 
advertised brands, ascertained that sales 
jumped 35 per cent in half the stores investi- 
gated (these being those in which displays 
were made) and went down 26 per cent in 
the other half, with no displays. 


Tree Bark Supply 
Said To Be Limited 

extreme difficulty is being found in ob- 
taining shipments of natural tree bark for 
display purposes, according to General Dis- 
play Corporation, 140 West Fourth street, 
Cincinnati. Tremendous lumber orders for 
the government have penetrated so much of 
the virgin timber lands that it is now neces- 
sary to obtain such bark from timber lands 
beyond transportation limits. The company 
was fortunate in securing a car-load ot the 
display bark, which may be the last obtain- 
able during the present emergency. 
Plastics Exposition On View 
For Convention Delegates 

\ letter from W. L. Stensgaard, president 
ot the firm of that name, Chicago, announces 
that the famous Plastics Exposition de- 
scribed in an article in the May issue ot 
DISPLAY WORLD has been booked by the 
Fair Store, State street, Chicago. Fortu- 
nately, it will be on view during the time of 
the convention in that city of the Inter- 
national Association of Display Men, thus 
giving many delegates the opportunity of 
seeing it “in the flesh.” 
New Display Director 
For Oppenheim Collins 

Oppenheim Collins, Brooklyn, has ap- 
pointed Abraham Haverback as display di- 
rector, succeeding George B. Dages, re- 
signed. Haverback has been in the display 
department of Martin's, of the same city, 
for the past fourteen years. 
Display Stylist Selected 
For Elder & Johnston 

Formerly with the Chicago sales staff of 
Dennison Manufacturing Company, Miss 
Jean Robertson has been appointed display 
stylist for Elder & Johnston, Dayton, Ohio. 
Everett Quintrell heads the display depart- 
ment. 





Organize Display Firm 
In San Diego 

Scott Beemer and Stephen Hager have 
erganized a display firm under the name of 
Artistic Displays, 441 “C” street, San Diego, 
Calif. A line of display fabrics is carried, 
plus display properties constructed in the 
company’s shop. 
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Jean Spadea 


Announces 
A 
NEW GROUP 
Of 


Misses Figures 


On display at the new 


howroom after June 15, 1941 


41 WEST 57TH STREET, N. Y. C. PL. 8-1572 








And Now! 
BROADSWEEP PAPER 


87 Inches $3.75 Per Roll 36 Feet 


WIDE LONG 
IN INDIVIDUAL CARTONS 


Priced so low it will pay you to keep several rolls in stock for emergency trims. 
Don't let the price fool you. This paper is excellent quality and can be used to 
great advantage. Ideal for backgrounds, show cases—will take air-brushing, 


silk screening, etc. 
STOCK COLORS 


White Flag Blue Black Rose 
Pink Med. Brown Cadet Blue Spring Green Lipstick Red 
Yellow Royal Blue Lt. Blue Orchid Smoke Taupe 


OTHER COLORS AVAILABLE ABOUT JUNE 25th 
Terre Verte Terra Cotta Deep Olive Green 
Cognac Virginia Clay Wine 


WRITE FOR COLOR SWATCHES 
ADVANCE DISPLAYS, INC. 


1020 ARCH STREET PHILADELPHIA, PA. 


Kelly Green Lt. Gray 


Grape Purple 


Tangerine 











THE BRISCHOGRAPH 


makes you an artist instantly 
for posters—backgrounds 
SEND FOR CIRCULAR 


THE BRISCROGRAPH Co. 


24 W. WEISHEIMER RD. COLUMBUS, OHIO 
Established 1926 


SHOW CASES 


Ask for our New Catalog No. 41 
of modern, low priced cases. 


Detroit Show Case Co., Detroit, Mich. 




















58 


DARLING 
DISTRIBUTORS 





TO THEIR 


1.A.D.M. SHOW 


SECTION-B, WEST ROOM 
and BOOTH 25 





HOTEL SHERMAN, CHICAGO 
JUNE 23 to 26 


New England Decorators’ Supply Co. 
262-268 Devonshire Street, BOSTON 
Bison Display Fixture Company 

86 W. Huron Street, BUFFALO 
Cameron & Company 

209 S. State Street, CHICAGO 

Carson Pirie Scott & Co. 

366 West Adams Street, CHICAGO 
Reinermann Fixture Company 

343-345 West Fourth St., CINCINNATI 
B. B. Levy Fixture Company 

421 West St. Clair Ave., CLEVELAND 
Southwest Fixture Company 

901% Elm Street, DALLAS 

Shur-Nuff Display Materials 
DULUTH—MINNEAPOLIS 

Quensell Displays Inc. 

71-23 Austin St., FOREST HILLS, L. I. 
National Decorators Supply Company 
236 South Meridian St., INDIANAPOLIS 
Harvey J. Maxwell Company 

913 Main Street, no tng CITY 
Menard & Tabery, In 

3443 South Hill Street, ‘LOS ANGELES 
Applebaum Display Equipment 

140 N. E. First Avenue, MIAMI 
Marvin Displays 

22 Grove Street, NEW HAVEN 
Isidore Levy 

$22 Godchaux Building, NEW ORLEANS 
Nat Siegel 

39 West 37th Street, NEW YORK CITY 
Oltmanns 

1415-17 Douglas Street, OMAHA 
Segall & Sons 

923 Arch Street, PHILADELPHIA 

Art R. Cohen Company 

810 Penn Avenue, PITTSBURGH 
Garrison Wagner Company 

1627 Locust Street, ST. LOUIS 

C. Barrango & Co. 

579 Market Street, SAN FRANCISCO 
Champion Display Material Company 
1417 Fourth Street, SEATTLE 


DYN ON 
DISPLAYS 


L.A. DARLING COMPANY 


NSON MICHIGAN 
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Bis Display Promotions 
On A Small Budget 


By BILLY L. BENNETT . 
Wm. D. Hardy & Co., Muskegon, Mich. 


It's all very fine to discuss the creative 
end of display work and to write articles on 
the more aesthetic aspects of the job. But 
what about the cold facts entailed in the 
business end of the field? How can a dis- 
play manager, who is generally more of an 
artist than a business man, make his de- 
partment produce results which will please 
the man in the front office? It can be done 

if the man who makes out the budget is 
willing to meet the display manager half 
way. 

\fter two and one-half years as an assist- 
ant, | have been made display manager of 
a comparatively small store in a compara- 
tively small town. There are twelve win- 
dows to keep up-to-the-minute and_ three 
large floors to look after. Our store is known 
as the quality store of the city, the town’s 
oldest department store. Customers who 
patronize us are willing to pay a little more 
for quality. Naturally, the work of the dis- 
play and promotional staff—which greets the 
customers even before they approach the 
salespeople—must also be of a quality na- 
ture. 

Now a displayman in a small store is lim- 
‘ted in his scope by a small budget. A small 
budget equals a small staff. A small staff 
equals a curtailed program. With those 
hazards to encumber him, a_ resourceful 
display manager is not entirely held down; 
but he is forced to conceive original ways 
of getting around, if not over, those haz- 
ards. In my particular case, the budget 
with which I work is based upon display 
expenditures of the last few years. The 
impractical aspect of that method is that, 
with each year I have been at the store, 
our program of sales promotions has vastly 
increased. As a consequence, we have gone 
over our allotment so far in these first five 
nonths of the present year. 

The amount is not great but, even if it 
were, I would suffer no pangs of con- 
science. Obviously, we can not expand our 
publicity and promotional program without 
spending more money. While I have been 
careful not to spend money wildly, I have 
spent it whenever there was a purpose for 
loing so. And I have saved as much as | 
have spent by making as many of our back- 
grounds and fixtures as was feasible. I have 
never been able to see how one can make 
money without spending it. If there is a 
way, I'd like to hear of it for my own 
good as well as to pacify the budget-makers. 

Now what about staffing a small display 
department? When our former display man- 
ager was promoted, I was left alone in the 
department for many weeks during which | 
came pretty close to applying for entrance 
into a sanitarium. Now and then I'd have 
a few days of very careless and occasional 
assistance which—to a busy displayman who 
must make every moment pay—is almost 
worse than no help at all. After the front 


office had failed several attempts to la 
a man for our department, I finally went 
the merchandise manager and suggested a 
plan of my own. I knew that I could not 
go on much longer trying to do the wor 
ot three men by myself. 

I received immediate permission to hire a 
man myself, a young beginner like I am, w! 
had some slight experience in a chain stor 
who had a smattering of both window di 
play and card writing. That was not quite 
three months ago. I 


s 


Just before I wrote this, 
I hired a second assistance who is_ barely 
out of high school. None of us work for 
magnificent salaries. But after I thought 
over the alternative of asking for a raise 
or for more help, I decided that my first 
move would be to secure more help. Now 
I intend to show my employers that, with 
enough help and a slight loosening of the 
purse strings, we can institute a_ really 
broad program of active sales promotions 
and make it pay many times over. Then 
will expect that substantial raise which 
will place my salary on a par with the gen- 
eral level for display managers. 

There are many who read this who will 
question the policy of choosing young men 
with little or no experience. Our former 
display manager once told me that it was 
better to hire a beginner on the way up 
than to try to work with a man who had 
“arrived” and was on the way down. My 
plan is based upon that sensible instruc- 
tion. In my former years as a social worker, 
I discovered that I could work much better 
with young people who knew nothing but 
were willing to learn than with those who 
thought they had learned everything and yet 
still knew nothing. 

It is my belief that young men with the 
ability to move about on their own two 
feet and to complete an hour's job in an hour 
are considerably more valuable than some 
disgruntled old veterans who have to be 
coaxed constantly and then blunder through 
their day's work with much grunting and 
groaning. 

Surprisingly enough, no one in our display 
department has been to an art school. Yet 
all of us have an appreciation of the prin- 
ciples of commercial art. We apply those 
principles in turning out showeards based 
upon simple dignity with no livid splashes 
of color. We apply them in putting in win- 
dows with original backgrounds and novel 
display arrangements. At first I was almost 
forced to work with a prospect who had been 
Other than that, he was a 


to art school. 
nice man. But art school graduates are to 
prone ‘to cling to a few hard and fast 
mulas and will not compromise with their les 
high-minded colleagues. I am sure that I 
would not have remained long at the store 
under such an arrangement. Even atte 
junior college, I still adhered to my) V- 
hceod belief that there is more to be lea ed 
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319 W. Van Buren Street - - 





Pine Needle 


Give Double Service 
Use Them for Furs and Xmas 
They Last Indefinitely 


Made of special fibre twisted on heavy wire stems with nat- 


prays 


ural pine cones. May be had in natural green, gold. silver 
or any other color desired and in sizes to fit any specifications. 


We illustrate here our No. 7500 at $4.50 each. 
This unit is 3 feet long and spreads to 28 inches. 
The pine needles are dyed green and have artifi- 


cial snow dusted tips and natural pine cones. 


This is another example of SCHACK leadership. 
you are on our mailing list for our catalogue service. 


53 YEARS OF INTELLIGENT SERVICE 


Schack Artificial Flower Company 


Chicago, Illinois 

























































outside school than inside, much more. 

Now that I have my own hand-picked 
staff, here are some of our plans for the 
future. Already I am going around the store 
once daily for an inspection of depart- 
ments. I look for shabby displays, empty 
card holders, and units where cards should 
have been placed to promote sales. I have 
been amazed at the number of items I dis- 
cover which need attention, most of all at 
the number of instances where buyers have 
neglected to order cards to help promote 
new merchandise. At the suggestion of our 
merchandise manager. we are erecting many 
point-of-sale units here and there about the 
store, especially in the case of seasonal 
sales and once-a-year holiday or special 
events promotions. There are any number 
of cases where a customer will stop at a 
booth with an eye-catching, spotlighted sign 
when she would pass by an ordinary display 
with a conventional showcard. 

\ll about the store we have erected card 
holders at strategic points to help us in 
promoting a different theme of sales each 
week: better living, bridal gifts, baby week, 
etc. We are drifting away from the usual 
custom of coordinating window displays 
with newspaper and radio advertising. There 
are exceptions, of course, but in a general 
Way we are utilizing our windows to push 
merchandise we do not cover in newspaper 
and radio copy. Our in-between window 
units are used to feature special purchase 
items—those little teasers which buyers se- 
lect to make their monthly quotas. We dec- 
orate the store the year around to instill 
pirit of winter, summer, spring, and 








fall into the laggard customer. 
all down, our entire program amounts to a 
study in sales psychology. As the merchan- 
dise manager once remarked: “The dummies 


dummies behind the counters !” 
of our display, advertising, and publicity de 
partments is designed to get the customer in 
the mood, to start her thinking our way. 


some time, I have been subjected to a long 
siege of night work. Generally, however, we 
displaymen anywhere else in the city, even 


What is more, we have the shortest 
working day in the city, one of seven hours. 
Say what you will, an astute display man 
ager who can apply 
type of help he wants instead 
overs from other departments, who has his 
schedule down 
can do his job completely in a normal work 
without being overtaxed. 

What with the draft, the budget menace, 
the unseen setbacks of the display game, I 


assistants—one of 17 and one of 
wisest and widest experienced men in the 
A display manager has to mold and 
shape his program just as a sculptor does a 
piece of clay. 


juggling of programs and schedules, he can 
not be expected to rise above conventional 





Pre-Convention Get-Together 
For Chicago Club 

As a last-minute prelude to the opening 
of the International Association of Display 
Men convention in Chicago on June 23, mem- 
bers of the Display Sales Promotion Club 
of that city met in a general get-together at 
the St. Clair hotel on the night of June 9 
Short talks were made by the various con 
vention leaders, followed by a motion pic 
ture featuring famous golfers, and refresh 
ments. 


Cora Scovil Announces 
Appointment Of Vetter 

Cora Scovil, president of Vazah, Inc., 304 
Kast 45th street, New York City, has an 
nounced the appointment of Charles 1 
Vetter, formerly with Jas. B. Williams, Ine., 
as sales manager for all Cora Scovil prod 
ucts. An additional announcement will be 
made soon with regard to the entire Cora 
Scovil sales organization, designed to covet 
the United States in its entirety. All Cora 
Scovil mannequins and other display crea 
tions hitherto distributed by Jas. B. Wil 
liams, Ine., will be distributed exclusively 
in future by Vazah, Inc 


Lectures On Color 
At Display Institute 


Jetty Moore, color specialist and radio 
commentator on interior decoration, ad- 
dressed a group of students at the Display 
Institute, 3 East 44th street, New York City, 
on “Color Schemes for Store Interiors and 
Window Backgrounds” on June 4. 
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AT LAST! 


Positive 
Protection 


FROM SUN 
DAMAGE! 


(~~ CALIFORNIA 


Transparent 
SUN SHADES 


—repel 99 per cent of the sun's destructive 
actinic rays. These shades offer greater 
transparency, and higher visibility. With 
California Transparent Sun Shades _in- 
stalled on your windows you can feel 
free to display your most delicate fabrics 
and colors, without fear of fading, or 
other sun damage. All fixtures included; 
easily installed. 


Ask For Samples and Prices! 


Grossman & Silvers, inc. 








912 South Los Angeles St. 


LOS ANGELES, California 
SPEEDMATIC FOR 


“NO PINS!” 


Patented—No. 1,808,459 





TACKERS, _FLEXTURE 





Preferred by 
AMATEUR or 
ARTIST 


The smooth 
“backward glance’ 
conceived only with 
Goodman Patented 

Flexible Sleeve 
Forms 


’ 


J 


“A Distributor In 
Your City” or write 
for sample pair to 


GOODMAN siceve'rcsm COMPANY 


makers of the famous 
Goodman Patent Sleeve Forms + Motion 


19 West 34th St.. New York, N. Y. 
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Distributors and Agents Wanted 
OODMANIKINS—MALE, FEMALE 











©_WRITE FOR LATEST LITERATURE ON BIRDSEYE SPOTLIGHTS, 





“‘“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Willow Ave. ; 
FLAME-GLO CO. Inc. New” f5%¢ (3 St 
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Practical Color Lighting 


By EDWIN SMITH 


Schleisner Company, Baltimore 


With the World fairs of 1939 and ‘40 
came a change in the general styling of dis- 
play. The build-up to this change was not 
a long one, for pre-fair ideas on lighting 
were considered too theoretical; New York 
and San Francisco set the pace actually for 
1940 displays and the years to come. The 
change promoted the use of special lighting 
from its status as a secondary device to 
that of a valuable medium, with possibili- 
merchandise more than 
any other single factor. The net result has 
been the sudden demand of displaymen 
everywhere for colored spotlighting and the 
manner. 

and tech- 


ties of promoting 


eagerness to use it in a correct 
In most other display 


niques, the artist who is responsible for its 


media 


production has had experience over a long 
period of time—in tempera art work, cut- 
outs, constructed props and build-ups, and 
the like. But this is no the 
with this new type of specialized lighting. 
Its accomplishment is not so easy without 


longer case 


the same amount of years of experimentation 
to perfect its The stage and motion 
picture industries an example of the 
years of development devoted to a medium 
whose definitely promotes 
their dramatic Ot 
this lighting is done with expensive equip- 
ment and the creative efforts of 
both artist and engineer. 

For display, 
possible the 
and 


use. 
are 
perfection now 
“merchandise.” course 
requires 
equal benefits are 
equipment 
knowledge 
applied to 


window 


without same and 


without artistic technical 
other than your 
some basic rules, which are here explained. 

The plan proposed in this article for a 
typical color-lighting set-up is for the use 
of 150-watt reflector-in-bulb type fitted with 
adjustable angle adaptor to provide means 
of focusing. These bulbs consist of the 
flood type and the tvpe. The first is 
best to floodlight backgrounds or light larg: 
areas with lesser intensity. Used in 
junction with the bulb are color slides in 
metal clips which fit the face of these bulbs. 
The simplest method for installation is to 


own ingenuity 


spot 


con- 


remove existing globular bulbs and_ reflec- 
the angle adaptor, into 
screws. Additional effects 
installing several lamps to 


then insert 
the bulb 
are possible by 
project from the sides of the window or floor, 
other 


tors; 
which 


concealed by curved panels or con- 
struction. 

The important principles to remember in- 
clude : 

1. To achieve proper balance 
contrast the background should always be 
lighted separately from the merchandise— 
about 50 per cent of the lights focussed on 
the background, and 50 per cent for the 
actual subject of the window. 

In designing color effects, it may be re- 
membered that there are practically no ex- 
isting colors of light which do not look well 
in combination, which of course is not true 


color and 


of pigment colors. 
2, The most common difficulty in 


lighting seems to be in the selection of the 


co ric rT 


proper color slide to light a certain pigm: 
color. In most cases it is necessary that t 
light does not misrepresent the color of t 
merchandise, although sometimes 
poses of dramatization, the true colors 


for pl 


not necessary. 
The thing to first, however, 
the particular color slide to use. Most per 
sons buying color filters of any design m« 
ly select from the colors carried by th 
jobbers. The common 
fered usually includes red, blue, green, and 
amber, in which 
them almost useless for even a satisfactory 
job of good lighting. This is an inadequat: 
assortment, although it can be explained. 
While the demand for color lighting has hy 
come universal, the demand for better col- 
ors and more colors of a lighter nature is 
small. Wide demand makes for wide assort- 
ment, as in the case of gelatine sheets for 
100 colors 


consider 


most selection 


deep harsh tones render 


stage lighting. There are avail 
able. 

For the purpose of window lighting, the 
most practical color filter now available is 
of segmented, heat-resistant flat glass, with 
a clip to fit all R-40 types of bulbs. These 
made in eighteen 
purposes. 


are colors—enough {for 
most 


A comprehensive list of necessary colors 


to select includes : 

Light Pink—for soft warm effects; not 
for use with green, yellow, orange, or 
purple. 

Day-lite Blue—nearly white, can be used 
on almost all colors; excellent for high 
lighting, it strengthens black, blues and 
greens. 

Light Amber—for effect of deep warmth; 
shows few colors to advantage except 


browns, tans, or white. 

Amber—used for dramatic background et- 
fect; does not flatter merchandise colors 

Light Green—can be used with most col- 
very cool contrast light, as 
with light amber or light. pink. 

Green—seldom used directly on merchan 
dise; it is mainly for contrast light, foliage, 
or mystery effect. 

Red—used only 
never on merchandise. 

These represent an 
riety for any effect because they include all 
basic usable and light enough 
to be efficient against themselves and day- 
light. 

3. An important feature which 
the well-lighted window from others depends 
upon the exact location and focus of each 


ors: useful as 


sparingly for special ef- 
fects: 
Va- 


colors adequate 


colors are 


classifies 


bulb. One system of arrangement is known 
as crosslighting. In the comparatively con- 
fined space of most display windows 100 


per cent efficiency and effect is not possible 
because of the close range that ordinarily 
puts the light source too close to the object 
it covers, causing the too common result ol 
unnatural “spottiness” and glare. It 1s 
readily understood that any spotlight will 
cover a larger area if it is fixed so as to 
[Continued on page 62] 
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Super-Width BACKGROUND PAPER 
107 IN. WIDE 


.i 
REYROTE 


Wx HEAVY BODY 


TEN RADIANT COLORS AND FIVE DRAMATIC PRINTS 
ON DISPLAY 


WITH OUR FULL LINE OF NEW DISPLAY LEADERS 
BOOTHS 8 AND 9 


[,A.D.M. CONVENTION, HOTEL SHERMAN 


CHICAGO, JUNE 23-26 
AND AT YOUR DISPLAY MATERIALS SUPPLIER 


THE REYBURN MANUFACTURING CO., INC. 
PHILADELPHIA 


SHOWROOMS: 1100 SO. WABASH AVE., CHICAGO 
8 WEST 36th STREET, NEW YORK 
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Title Registered U. S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohic 


H. C. MENEFEE, President 
NATHAN SILVERBLATT, Se 
R. C. KASH, Egit 





OUR PLATFORM 
1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 


6. Absolute 
Columns. 


VOL. XXXVIII 


Independence of Our Editorial 


JUNE, 1941 No. 6 


An Investment 
In Display 

\ friend of ours—an instructor in music 
at a University in Arkansas—wrote the other 
day to say that he hoped to see us in Chi- 
cago some time during the summer. It seems 
that he must spend six weeks in study there 
in order to hold his position with the uni- 
versity—total expense to him, something 
around $500. 

\t first glance, this might seem to have 
no bearing on display or displaymen. But 
in reality, it does. The parallel is simply 
this: the teaching profession is compelled 
by law—in every state in the union, so far 
as we know—to refurbish their basic edu 
cation at regular intervals. Two-day or 
three-day “teachers’ conventions” are held 
several times a year, and attendance at sum- 
mer sessions at state teachers’ colleges is a 
frequent requirement. All this is in the 
interest of keeping the teacher up to date 
in his or her work. 

The display profession is not required by 
law to do anything of a similar nature. 
But there is a moral obligation on every 
displayman to do his best work—and that 
is only possible when the latest trends in 
display are at his finger-tips. And in con 
trast to the teacher who must spend several 
hundred dollars and much time to keep 
abreast of current developments, the dis- 
playman can secure an intensive course in 
modern display and merchandising trends at 
a fraction of the cost and time. The reason 
for this is, of course, the annual Inter- 
national Association of Display Men con- 
vention. It would be difficult to find any- 
where a convention which offers so much in 
such a short period of time. Education and 
entertainment are combined in pleasant fash- 
ion, and even if no formal program was 
offered the event would be well worth at- 
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tending if only to inspect the exhibits of 
the manufacturers of display materials and 
equipment. The displayman who must buy 
carefully for his department is given an 
opportunity to make his selections from a 
great abundance of all items. The display- 
man in search of ideas will find plenty of 
them. The displayman looking for con- 
genial companionship and an exchange of 
ideas will find all that, too. 

This vear’s convention, scheduled for the 
Hotel Sherman, Chicago, June 23-26, prom- 
ises to be one of the best ever held. An 
imposing group of speakers, “hand-picked” 
for individual ability, will make up a well- 
balanced educational program. Among them 
are included such men as Elmer T. Stevens, 
president of Charles A. Stevens & Co., Chi- 
cago; Laszlo Gabor, display director for 
Kaufmann’s Department Stores, Pittsburgh, 
and an instructor at Carnegie Institute of 
Technology; George D. Gaw and Henry 
Harringer, of the Color Research Institute; 
Gene Flack, Sunshine Biscuit Company's 
genial “ambassador of good-will” who cloaks 
many a pertinent point under a sugar-coat- 
ing of humor. A dozen more of equal 
ability are on the program, not to mention 
the departmentals covering varied phases of 
display. 

All this, plus entertainment features too 
numerous to mention, is available to any 
displavman who cares to attend. Member- 
ship in the I. A. D. M. is not necessary, al- 
though this costs only $5, and the registra- 
tion fee is nominal. 

The cost of attending the convention is a 
splendid investment for any displayman or 
any store. It will mean dividends in the 


form of sales. Plan now to be in Chicago 


on June 23. 


Editorial 
Ramblings 


The International Association of Display 
Men is to be congratulated on the splendid 
amount of exhibit space sold for the 1941 
convention. The exact figures have not yet 
been announced, but it is altogether possible 
that this vear will set a new high in this 
respect. 

As usual, much credit must be given the 
manufacturers and suppliers of display ma- 
terials and equipment for the whole-hearted 
way in which they have cooperated to make 
the convention a success. Their aid keeps 
the national association functioning. Every 
convention delegate should make it a point 
to spend some time at each exhibit, for his 
own good as well as in appreciation for the 
support which makes the convention pos- 
sible. 

The Chicago Display Sales Promotion 
Club deserves special mention for the way 
in which it has pitched in and worked out 
the thousand-and-one details which are al- 
ways a part of any convention. They have 
not been content to “get by,” but have hon- 
estly and sincerely planned what shapes up 
as an excellent convention in every possible 
way. The photographs of the six individ- 
uals who have worked especially hard are 
shown elsewhere in this issue. Every one 
of them has done a grand job and _ they 
deserve the thanks of the I. A. D. M. in 
particular and the display profession in 
general. 
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Important Shades Listed 
In Fall Hosiery 

Several important new features contrib 
high fashion interest to the 1941 fall hosi 
collection of eight shades, just issued 
The Textile Color Card Association to ‘ts 
members in confidential advance card fo 
Especially significant among these new 
velopments is the introduction of a num 
of darker colors that have a decidedly « 
ferent look. For example: Brown Butter. a 
warm rich tone of light brown, makes a 
strong bid for style prominence, because it 
is closely linked with the smart golden and 
sepia browns in fall costumes, as well as 
with lively greens of golden cast and the 
darker pineleaf or timber versions. It also 
harmonizes with the spirited Golden To- 
bacco tone in shoes, bags and gloves. Also 
highly dramatic and new in fashion appeal is 
the off-black shade, Black Rhythm. Smart 
in very sheer lace hose only, this sophisti- 
cated tone imparts a sleek, elegant look to 
the all-black ensemble and can also be worn 
with gun-gray, taupe and vintage shades. 

Special attention is called to the wide dis- 
tinction existing between the colors and to 
their individual qualities, which closely iden- 
tify each with some important new color 
trend in costumes and accessories. 


PRACTICAL COLOR LIGHTING 
[Continued from page 60] 


be as far away as possible. Most of the 150- 
watt bulbs now in use have enough intensity 
to be used at a distance of 15 to 20 feet 
away from the area to be covered. There- 
fore, crosslighting means that the lamps on 
the left side of the window are focused to 
cover merchandise or background on_ the 
right side. Effects obtained are easier to 
balance and unnatural shadows that occur 
in direct down-lighting are eliminated. 

To be sure of fool-proof results in focus- 
ing the bulbs, the design of the adjustable 
angle-adaptor is important. There are sev- 
eral ones on the market; the most inexpen 
sive and practical is made of Bakelite in 
two parts, with a flat, rigid metal pivot 
connecting the male socket to the female, 
with the flexible wire protected by a metal 
spring. The best features of this are its 
simplicity of control, combined with rigid- 
ity, and the wide are of adjustment, which 
is 90 degrees in all directions. 

4. Assuming that the foregoing suggested 
rules have been assimilated, the last one 
deals with the intensity relationship of the 
colors used. The artistic effects are accom- 
plished in a great measure by the colot 
scheme of your lights. In order to pertect 
this, it is essential to get the most out of 
each light (color). The relative strength 
(intensity) of colored light tends toward 
the warmer colors and lighter shades. In 
designing an effect, the location and focus oi 
each color must be planned with care. In 
variably it is necessary to switch colors 
around until they do not conflict, but pre 
sent the desired result. 

From this point, one’s own ingenuity and 
artistic skill determine the finished effect 
With a knowledge of fundamentals, wisel) 
selected equipment with which to work and 
a practical comprehension of their control 
further suggestions are unnecessary. 
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You Big Game Hunters— 
and the Rabbit Hunters and 


the Idea Hunters too 


REMEMBER » 


When You Shoot At A Leopard You See Many 
Spots But You Pick The Vital Spot For The Kill. 


BCOTH 119 Is That Spot Gentlemen! 





There, Awaits You The Happy Hunting Ground and 
Our GRAND PRIZE. Brother you hadn't better miss 





“The Sesinar’ DISPLAY PRODUCTS CO. of ST. LOUIS 
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“stvle=rite’ 


---destined to be the 


Toast Of The Show! 


YOU MUST SEE US-- 
BOOTH No. 11---ROOM No. 219 


an entirely new presentation of 
the smart mannequins that give 
you strength and durability--- 
WITHOUT WEIGHT 
Eut there’s much more than strength, dusahitey, and lightness 
to our smart style-rites! They're sculptured to give your coats, 


suits and dresses the absolutely-perfect fashion-righ! display! 
Don’t miss us in Chicago! 


Also available in MEN’S 
and CHILDREN’S figures 


MANNEQUIN DISPLAY STUDIO 


=—— 27-31 BLEECKER STREET, NEW YORK == 
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4th of JULY 
DEFENSE and PATRIOTIC DISPLAY 


This photograph illustrates an exact replica 
of the "Liberty Bell'’ papier mache’ full 
round, very light 42” high 32” across 
beam 3012” diam. on bottom, antique 


metal finish. Price $35 F. O. B., N. Y. C., 


immediate delivery. 


We are offering this unusual and timely 
display, only to one leading store in each 
city, therefore we ask for your coopera- 
tion by letting us know at your earliest 
convenience your intention of securing this 
display. 


CREATIVE ART DISPLAY CO. 


36 WEST 34th STREET 
NEW YORK, N. Y. 














Be 
950 


; 259 EACH 


INDIVIDUALLY 
CARTONED 


To Introduce 


CARVETTE 


This unique bas-relief — three di- 
mensional paper sculpture. 22x28 
inches over all size, printed in multi 
color, completely die cut ready for 
quick, easy assembly! 

Order No. PL-! direct from 


MARIEN PRODUCTS COMPANY 


71 West Clawson Rd. 
CLAWSON - - - MICHIGAN 


Serving the Display Profession 
for Many Years 


Decorative Flowers and Display Novelties 


DAVID HAMBERGER, Inc. 


115 West 3lst Street New York City 
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Displayman Disappears; 
Wife Requests Help 
DISPLAY WORLD has received the fol- 


| lowing letter from Muncaster Display Serv- 


| an ardent 
| could 


| hair overcoat; 





K. Muncaster, the 
manager of the Muncaster Display Service, 
disappeared April 12, 1941, leaving a pros- 
perous business both in Pittsburgh and Erie, 
and leaving behind no word to his wife and 
family. Would it be 
to put in DISPLAY WORLD for the 
coming month, was a subscriber and 
follower of same. Perhaps you 
reach him where others have failed. 

“Muncaster was 5 feet 11 inches in height, 
dark hair, blue small-featured, with a 
small black mustache. When last seen he 
was wearing a royal blue suit and a camel's 
he was driving a super-deluxe 
1940 Nash sedan, 2256-R. He was 
a marvelous artist in designing and decorat- 
interiors of both retail 
stores and licensees, and did beautiful work 
with the Cutawl. In fact, his reputation for 
designing was known all over western Penn- 


ice, Erie, Pa.: “Charles 


a note 
as he 


eyes, 


license 


ing windows and 


sylvania.” 

DISPLAY WORLD will be glad to pass 
any information relative to the where- 
missing man. 


along 
abouts of the 


Display Auhenliog Saecios 
Is Formed By Ruckelshaus 
formerly director 
division otf U. S. 
Company, and 


Ruckelshaus, 
display 


John G, 
of the motion 
Printing & Lithographing 


at all possible for you | 








later sales promotion manager of a similar 
division of Stanley & Patterson, has opened 
offices at 545 Fifth avenue, New York City, 
under the name of Ruckelshaus Display Ani- | 
| mating Service. 
The company specializes in a new type | 


which incorporates a 
display material 
destination flat, 


of animated display 
patented method whereby 
shipped out to its 
without having animating units 
it. This is said to lower the cost of pack- 
eliminates the 


can be 


ing and shipping, and cost 
of attaching motion units at the plant. The 
installation is easily made in the dealer's 
window. 
Ruckelshaus 
made under his patent; 


been 


market turntables 
up to the pres- 
Motion 


will also 
these, 
sold through 


ent time, have 


Displays, Ine. 


_ Live Bathing Girls 
Stop Window Shoppers 





New Yorkers are accustomed to many 
surprises via the display window, but most 
window shoppers who passed by The Tail- 


ago got 


at least) 


ored Woman's displays a few days 


a pleasant shock (the male element, 


by the sight of live bathing girls posed 
around a 12-foot square tiled pool. Four 
models were used, one floating about the 


rubber life-raft (and venturing 
the comment to one observer that the water 
A regular display manne- 


pool on ia 


was “like ice”). 
quin was poised high up on 


Display Material Offered 
For Crochet Contest 
The National Needlecraft Bureau, 385 


Fifth avenue, New York City, is offering 


| display banners in five colors in connection 


with the bureau’s national crochet contest. 


attached to | 


a springboard. | 
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HERE'S Inescapable 
FE ATTENTION 
“FEE. POWER! 
SS 
MIROFLEX 


The Mirror That Bends 


HE eye has a hard time getting away from 
Use mirrors to focus attention 
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a mirror. 
on your displays and you'll be sure of more 
sales. With Miroflex you can adapt this selling 
power to almost any type or shape of display. 
Miroflex can be used on flat, curved or round 
surfaces—as screens, backgrounds, bases. It 
comes in crystal, gold, blue, pink, green or 
mottled colors. Start getting better displays 
start using Miroflex now. 

@ Samples and prices on request. 


Ask also about Miroflex Mastic 
Cement for mounting on wood, 


glass, fabric, leather, etc. 
HUDSON SPECIALTY COMPANY 
Distributor 


467-469 Eleventh Ave. New York, N. Y. 
BRyant 9-3720-1-2-3 
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JOBBERS 


to handle a ‘‘fast selling’’ line 
of CHILDREN, JUNIORS 
and MISSES MANNEQUINS 


write 
MAYORGA MANNEQUINS 
DISTRIBUTING COMPANY 


115-119 PRINCE STREET 
NEW YORK, N. Y. 
GRAMERCY 3-3868 
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PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


Tracings for Silk Screen Process 


NEW YORK SOLAR PRINT CO. 


736 Broadway (Since 1907) New York City 


















Send for the 


“In 1891 


> AIR BRUSH 






MANUFACTURING CO. 


2173 North California Ave. 










CHICAGO - - ILLINOIS 
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THE MODERN PLASTIC! 


Lucite is interpreted by Scheuer into dynamic display fixtures 
of original beauty. We are constantly exploiting this flexible 


plastic to kring you the most modern creations in display. 
Ask for our 1941 Catalog 
See our display at I. A. D. M. Convention in Chicago, June 23rd to 26th, Room No. 0-A 





Visit us at our showroom for a solution to all your display requirements. 


ART METAL 
MFG. CO. 


307 WEST 38th ST. 
NEW YORK. N, Y 
Tel LAckawanna 4-3005 











JUST what you're 


LOOKING /or--- 
Win-do-board 


A colored and embossed corru- 
gated board with a perfect 
surface for silk screen, hand 
lettering, and Air-Brush work. 


—l!0O Beautiful Colors— 


DIE CUTTING and SCORING to your dimensions 
* 
Also—Win-do-wave—Win-do-dec and Win-do-art 


THE AJAX BOX CO, 72° 52,0ox Avenue 
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TRU-TRE 
ARTIFICIAL TREE BARK 


Oak, Birch, Willow and Glamour 
3x8’ in size—$4.00 to $6.50 





For information please write 


TRU-TRE STUDIOS 
42 SO. THIRD ST. MINNEAPOLIS, MINN. 
Our nearest jobber will contact you. 











GABRIEL & WILLIAM 


})MAYORGA 


designers - sculptors 
and manufacturers of 


Mannequins 
MANNEQUINS 
OF TOMORROW 


STUDIOS 
115-119 PRINCE ST., NEW YORK 
* GRAMERCY 3-3868 - 








WE Carry In Stock For Immediate Delivery 
Complete Stocks of 


Sherman Paper's 


8-Foot Giant Curve 72-Inch Nu Curve 
72-Inch Nu Trim 
73-Inch Seamless Poster Paper 
60-Inch Corrodek 
@ Panoramas 


Fall Panels @ Valances 


Complete Showing at I. A. D. M. Convention 
in Rooms 111-112, Sherman Hotel 


GARRISON-WAGNER COMPANY 


1629 Locust Street St. Louis, Mo. 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSignus @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 
228 NO. LASALLE ST. 


Carstenite Sales “* CyickGo. irk. 








When Writing Advettisers 
ePlease Mention DISPLAY WORLD 
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Additional Duties 
For Don Kester 


Donald D. Kester, display director for 
Rothschild’s, Kansas City, Mo., has also 
assumed charge of display for the firm’s 


Oklahoma City store. He covers the latter 
city once a month to supervise the work of 
two assistants located permanently in the 
Oklahoma city. Photographs of all Kansas 
City displays are also furnished the assist- 
ants so that a similarity of treatment is 
given the displays of both stores. 





Northern Indiana Displaymen 
Hold Eighth Annual Banquet 

In a gala circus atmosphere, the eighth 
annual banquet of the Merchandise Presen- 
tation Club—formerly the Northern Indiana 
Association of Display Men—was held at the 


Oliver hotel, South Bend, the evening of 
May 19. Some 125 members and their guests 
were present. The dining room was con- 


verted into a “big top,” complete with ring 
and ringmaster, clowns, and the usual para- 
phernalia of the circus. Frank G. Bingham, 
Robertson Brothers, served as master of 
ceremonies. 

Following the banquet, James Tolle, presi- 


dent of the group, and Loren Lavingood, 
vice-] resident, welcomed the audience. The 
response was made by Henry Lowenstine, 


president of the Retail Merchants Division 
of the South Bend Association of Com- 
merce. Eric Schwengel, president of the 
Milwaukee Display Club, spoke briefly, fol- 
lowed George Hermanson, Republic 
Stores, Chicago, and president of the Chi- 
cago club. L. J. Dwiggins, Reyburn Manu- 
facturing Company, Chicago, described the 


by 


plans for this year’s convention of the Inter- 
national Association of Display Men, and 
invited the Indiana displaymen to attend. 


R. C. Kash, editor, DISPLAY WORLD, 
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spoke on “Increasing Apparel Sales Through 
Display,” after which J. H. Stewart, color 
technician for the O’Briem Paint & Varnish 
Company, South Bend, gave a demonstration 
of the use of Polaroid in display. The eve- 
ning concluded with an inspiring address by 
Carl V. Haecker, Montgomery Ward & Co., 
Chicago. 


Southern California Club 


Holds "Jamboree" 


The annual June “Jamboree” of the South- 
ern California Display Club held on 
June 14 at the Royal Palms, Los Angeles. 
Very extensive preparations, under the su- 
pervision of Charles O'Malley, resulted in 
dinner dance and_ general 


Was 


an elaborate 
“show.” The committee in charge. besides 
O'Malley, included Aubrey Maley, Stuart 


Raymond, Ralph Dickey, and Joe Blondell. 

Among other developments of the highly 
Southern California club is_ its 
decision to include manufacturers 
and their representatives, and the employ 


successful 
display 


ment of a paid secretary, Jean Blanchette. 

Roy Stewart, of Barker Brothers, 
advises that the local display employment 
question is being handled very capably by 
C. F. Williams and his son of Artistic Win- 
Displays, 742 South Hill 
Williams has set up something of 
for employment in this 


also 


dow street, Los 
Angeles. 
a “clearing house” 
field in Southern California and has placed 
Stewart asks that anyone 


Williams 


a number of men. 
interested get in touch with C. F. 
direct. 


Sellman Wins 


Local Prize 

First prize in a local display competition 
in connection with National Cotton week in 
Philadelphia has been awarded to Alfred L. 
Sellman, Oppenheim, Collins & Co. 





—Displaymen at play: a group of Chicago club members on a week-end house-party at the 


cottage of George Hermanson, Lauderdale lake, Wis. 


Upper row, left to right, Harold Wilson, 


Horder's; W. F. Kramer, Carson Pirie Scott & Co. (Wholesale); Carl Gestrine, Butler Brothers; 

E. J. "Jim" Berg, Durable Displays, Inc.; Phil Goldberg, Schack Art Flower Company... . 

Lower row, R. R. Jericho, The Boston Store; L. J. Dwiggins, Reyburn Mfg. Company; James 

Sultan, Browning-King Company, and George Hermanson, Republic Stores Corporation, and 
president of the Chicago Display Sales Promotion Club— 
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More London Information 


From E. W. Grieve 

Fred R. Pinter, vice-president, Cornelius- 
sen & Stakgold, Inc., New York City, passes 
along a recent letter received from his friend 
EK. W. Grieve, display director for Harrod’s, 
Ltd., London: 

“We are having great fun at Harrod’s, cre- 
ating topical features in keeping with war 
time needs and today have opened an exhi- 
bition in our Central Hall of Shops. It is 
called ‘Back to the Land’ in support of the 
Ministry of Agriculture. 

“We have four rabbit hutches, each with a 
pair of live rabbits; a chicken run with 
hens; a pig-sty and house with four baby 
pigs; an allotment 12 feet by 10 feet with 
18 inches of soil; a color film ‘A Garden 
Goes to War.’ The girl assistants are dressed 
in dungaree slacks and we have representa- 
tives of the ‘Women’s Land Army’ to inspire 
recruiting for the farms. 

“All kinds of advice on gardening—the 
walls are hung with blue theatrical net on 
which are hung enormous color drawings 
of cut-out vegetables and we have giant 
models of vegetables in large baskets. 

“The show is a great success and we hope 
to have a visit from a notable personage in 
the Ministry of Agriculture.” 

Grieve included his best regards to all his 
friends in the United States and added that 
he will always be glad to hear from them. 

The blitz warfare on the British Isles has 
brought forth many humorous signs from 
small shop-keepers. Among the latest, for- 
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warded by H. R. Holway, The Robert Simp- 
son Company, Ltd., Toronto, is this clipping 
from the Belfast Evening Telegraph: “The 
blitz has left very little of the windows of 
premises in one area, but ‘thumbs up’ is the 
attitude of businessmen and householders 
alike. One business man at all events is 
frank about it. On the only remaining pane 
of glass in his drapery establishment he has 
painted up the following — ‘Business as 
usual; I never liked window-dressing any- 
way; now I’ve got a good excuse for not 


,” 


doing it. Carry on, Belfast. 





Fluorescent Light Control 
Claimed For New Lenses 

The Holophane Company, 342 Madison 
avenue, New York City, is now manufactur- 
ing three prismatic glass lenses, known as 
fluorescent “Controlenses,”’ which are said 
to produce three basic lighting distribution 
patterns when used with fluorescent fixtures 
meeting the optical design specifications 
established by the Holophane engineering 
department. The first produces “normal 
spacing” lighting of horizontal surfaces in 
rooms of normal height. The second pro- 
duces a rigidly confined focusing type of 
light distribution—accent lighting, general 
illumination from great mounting heights, or 
“offset beam” lighting. The third is particu- 
larly adaptable for areas where the lighting 
of vertical surfaces is desired or in low 
ceiling areas to permit economical wide 
spacing of units. A sixteen-page descriptive 
booklet is available on request from Holo- 
phane. 
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Display Mart 
Established 

The Manufacturers Display Mart has been 
established at 16-18 West 36th street, New 
York City, just off Fifth avenue. The 
products of various manufacturers of display 
decoratives and equipment are on view in 
10,000 square feet of floor space, so that 
visiting displaymen can select their require- 
ments in one source. In addition to the 
convenience angle, the same prices prevail 
as with each individual manufacturer. 

The credit for the venture goes to Walter 
Enoch, well known in the display field, for- 
merly with Window Advertising, Inc. 


Cotton Week Awards 
Made In Dallas 


First prize for the best window display 
featuring National Cotton week in Dallas 
has been made to E. Van Johnson, Sanger 
Brothers. Second prize went to Guy Malloy, 
Neiman-Marcus Company. 








Louis Golos Joins 
Chatlin's, Norristown 

Formerly with the L. M. Blumstein Com- 
pany, New York City, Louis Golos has 
been appointed display manager of the Chat- 
lin Department Store, Norristown, Pa. 





Sears Displayman 
Takes Bride 

Allen R. Appel, Jr., in charge of display 
for the Sears, Roebuck & Co. store at Pitts- 
burgh, was married recently to Miss Irene 
T. Trippett. 











ed 


TAFFEL BROS., INC. 
95 Madison Ave., New York, N. Y. 
Kindly send us 


(1) Samples of Tinsel-Tone 
[] Information on the art of tying bows 


Name.. Leora A aes Saree re ee 


Firm..... See ee po er 


Address 


MR. DISPLAY-MAN ... 


Have YOU considered the wide possibilities 
in the use of ribbons with your displays? 


Well chosen ribbons in the preparation of window 
displays will glorify and complement both mer- 
chandise and background. 


We present TINSEL-TONE—a colored tinsel, tar- 
nish proof, available in all pastel shades. 


TAFFEL BROS. 


REG. U.S, PATENT OFFICE 





95 MADISON AVE. - NEW YORK CITY 


“Ribbons of Quality” 





INCORPORATED 
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Sell With MOTION 


If you want to sell displays . . . animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 


Speed Way is Animation Headquarters 
For the manufacturers of displays, SpeedWay 
provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 

tables (skeleton or housed, 2 lbs. to 500 lbs. 

capacities). 

Free Technical Service to display men. 

SpeedWay animation experts work out the 

most practical way to obtain specific mo- 

tions, speeds, synchronization, packaging, 
etc. 


(4 


~ 













Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mfg. Co. 


1839 S. 52nd Ave. 
Cicero, Ill. 














All | said was “He could have 
done it at one-fourth the cost 
with a 


Write at once for Catalog and 
Easy Payment Plan on this High 
Speed Display Cutting Machine. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. CHICAGO, ILL. 
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WIDER USES FOR PLASTICS 
[Continued from page 5] 


phia, decided that an excellent bathing suit 
display could be made by forming Plexiglas 
sheets into the shape of a hollow feminine 
torso, with live goldfish swimming § inside. 
Though costly, this display was highly effec- 
tive, and it shows how imagination can have 
free rein with this crystal clear plastic. 
Another example of the use of imagination 
in plastic displays is the set of “The Three 
designed by Clarissa for 
Elizabeth Arden. The bears, two standing 
and crouching, are cut from sheets, 
formed with a refreshing deftness, and have 
paper doily sections cemented on the rear 


Bears,” Gross 


one 


surface. Each holds a jar or bottle on its 
back or in its paws. 
Another display use for sheet and rod 


material is the counter and window display 
stand. Typical of such products is the new 
umbrella stand designed by Korrect-Way 
Display Products, which employs two drilled 
sheets held several inches apart and clamped 
at the ends to plastic rods which form the 
legs. Scores of similar displays have been 
fashioned for jewelry, cosmetics, and similar 
products, and in such work the possibility 
of “piping” light from hidden sources should 
not be overlooked. One of the best examples 
of good counter display 


design in acrylic 


—tThe wide diversity of uses of acrylic plastics 
is clearly illustrated here, showing displayers 
by Korrect-Way Display Products, Crystal Fix- 
ture Company, Chicago, and Cyrille Steiner 
Studios. Also pictured is a complete window 
setting by W. Bayard Okie, Jr., for Marcus & 
Co., New York City, in which miniature fur- 
niture of plastic is used— 
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plastics is Cyrille Steiner's powder-blending 
stand for Charles of the Ritz; it won first 
award in “Modern Plastics’” competition 
last year. 

Letters, symbols and numerals cut from 
sheets or formed from rod stock are another 
excellent use for this versatile acrylic plas- 
tic. Such letters can be lighted from below 
or behind to produce a novel luminous ef- 
fect. The Colorvision Sign Company has 
perfected a removable set of plastic letters 
which have many display uses. 

In the field of molded displays—which are 
necessarily limited to instances where large 
runs are desired—the acrylic plastic is used 
in a granular form. Heated and com- 
pressed in steel dies, the plastic takes the 
exact shape of the mold, no matter how in- 
tricate. Many effective display pieces can 
be made by molding where quantities up in 
the five figures make it economical. Let- 
tering, engraving, and 
other design details can be reproduced with 
exact fidelity by the molding method. 

All things considered, acrylic plastics have 
come into their own in display—with new 


recesses, grooves, 


horizons vet to be reached. 





"Women In Display" 
Discussed By Bliss 

Albert Bliss, president, Bliss Display Cor- 
poration, York City, was a _ recent 
speaker before the Conference on Women in 


New 


Industry, held at the Biltmore hotel. Bliss 
told his audience that there are many op- 
portunities for women in the field of dis- 


play, but pointed out that the young woman 
who wants to enter this profession should 
equip herself first of all with a portfolio of 
ideas to show when she applies for a posi- 
tion. 


~~. UY tet peer? 
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blending "MY DAY" ray 
von first 174 99 : 
eat _By one who knows (beter FACIL FAB’ Takes New York 
With apologies to a certain lady 
‘ut. from in Washington . 
another A play in one scene and one act, being mn Windows of 
lic plas- played every day, in every store, in every 
m below city, for an indefinite period, without benefit Leading Stores 
nous ef- of scenery or audience. (The author’s name 
eT a a aes eCan Be Die Cut 
‘tters ast of characters e order o > 
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appearance : 
hich are Two Salesmen Mr. Spelvin, Mr. Spelvin eCan Be Screen Processed 
re large Our Hero Mr. Display Manager eCan Be Printed On 
is used Another Salesman Mr. Spelvin 
il com- Store Treasurer Mr. Pennypacker FACIL FAB is a lustrous satin 
kes the Time: 9:30 a. m., any day. mounted on a flexible paper 
how in- Scene: the display office in the sub-sub- backing —— lends ge a 
ces can basement of Blank’s Retail Emporium. The pint Saag ine oninige os ~% mente 
“Ss up in office is about 6 by 8 feet, furnished with a __lllustrating wa ss ‘ 
LE. 2 . : Display Uses for bows, stars, etc. 
; «t- battered desk, three chairs, a letter file, and FACIL FAB 
Cs, and waste-paper basket. ey ee ey ee ee eg FACIL FAB PUT UP 
‘ed with There has been no earthquake, but the | grounds, Drums, Signs IN MANY SIZES 
d. scene is one of mad confusion. Memos, | At Bloomingdale’s for ? - 
ics have orders, bills, notations, sketches, and photo- | Easter Lilies Available in rolls, 2", 4”, 6”, 12” , 
ith new graphs litter the desk top and most of the | . Sotengers —. wide, and from 25° to 75° long. 
floor, A broken mannequin leans drunk- | an ee Also 
enly in a corner, her only adornment being | 38” wide by 24’, 48’ and 75’ long. 
a man's hat. A coat and vest hang from the | 3 = 
door knob. Many issues of DISPLAY | Any Fabric Mounted on Any Backing for Any Purpose 
TORLD \ ns ‘ear Jai arper's | . = . 
WORLD, Women's Wear Daily, Harper's | FACIL FAB is the Original Fabric on Board 
ay Cor- and Vogue litter the rest of all available | 
recent space. The telephone is ringing incessantly, | = ie 
men in and two salesmen are waiting outside the | FAC j L FAB R ic co K Pp s c~ | 
Bliss office door, | 302 FIFTH AVE., NEW YORK CITY 
ny op- Running is heard in the passageway and <————-@ 100K FOR THE TRADE MARK ™® —_ ; 
of dis- our hero dashes in. He is out of breath as | ; 
woman he grabs the ‘phone. SEE YOUR LOCAL JOBBER OR WRITE DIRECT FOR SAMPLES 
should “Yeah? Oh, yes, sir, yes, sir. You don’t? | : 
folio of No, sir. No, sir. Yes, sir, U'Il be right up.” 
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and a blank pad, reaching at the same tim> 
for his coat from the door-knob. He tells = 
the two salesmen that he’s off to a confer- 


Announcing 
A LINE BY: Marquardt Paper Co. 
The Display Paper Division 
STYLED BY: Staples-Smith Inc. 
Now being shown at our showroom at 


75 SPRING STREET 
NEW YORK CITY, N. Y. 


ence and won't be back. 

The salesmen hold a short but fervent con- 
versation, and with two sighs settle back in 
their chairs. Another salesman enters and 
the telephone begins to ring again. 

Ten minutes of this and the display man- 
ager returns. He ignores all three salesmen, 
going straight to the office. The three sales- 
men jump to their feet and rush to the 
door. The one who gets there first enters | 
just as the display manager starts to dial a 
number. 

“Hello, Helen. Yeh, this is Bill—sorry, 
honey, but we'll have to call off that party 
for tonight. The boss just had me on the 
carpet and the merchandise manager wants 
a battery of windows tonight to back up his 
sale. Looks like I'll drag in about two a. m. 
S'long, don’t wait up.” 

The salesman starts to speak and the 
telephone sharply rings. “Yeah? Oh, yes. 
sir. You don’t? No, sir. Yes, sir, I'll be 
right up.” 

Our hero-tells the salesman he has been 
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WATT ALL 
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This new association of designer and creator brings together two 
names long famous for quality and marks the beginning of a fashion 
display source that will interest all in the display profession. You 
are cordially invited to visit our new showrooms. 


Marquardt & Co. 
Staples--Smith Inc. 


HNVNNVUOAVNUHA USANA 





called to a meeting and to come back at | Segre mmnamununcunnancMNNNK 


three p. m. The salesman shrugs his shoul- 


























ders and they both walk out of the office. 

The display manager lingers long enough to USE THE “Let us help solve your ‘prop’ problems” 
tell the remaining salesmen that he won't OPPORTUNITY EXCHANGE 

be back for the rest of the morning and then For any WANT AD purpose: The Prop Shop 
walks out. The salesmen simply look at POSITION WANTED POSITION VACANT 142 EAST 32nd STREET NEW YORK CITY 
each other and reseat themselves. The tele- DISPLAY EQUIPMENT FOR SALE Phone LExington 2-5973 _ 

ne states ta. 18 sn REPRESENTATIVES WANTED Complete Backgrounds Rented or Built to Order 
re ee eee $2.00 Per Column Inch — CASH WITH ORDER At Reasonable Rates 
[Continued on page 84] 

















70 DISPLAY WORLD JUNE, 1941 





LUMINOUS STORE FRONTS 
[Continued from page 20] 
the white glass is uniformly transilluminated 
by rows of green Mazda “F” lamps, these 
letters transmit no light and appear black— 
not red. The addition of another circuit 
of filament lamps on a flasher or dimmer 
provides an overall increase in brightness 
plus a change in color which gives added 
attention value. The letters transmit the red 
light from the filament sources and therefore 
become richly luminous against a diluted 
green or nearly white background. A cycle 
of 5 seconds is satisfactory for dimming and 
a shorter one for flashing. This type of 
lighting is useful for projecting elements, al pel wire 
such as marquees. The filament lamps sup- 
ply heat in the cavity to facilitate the start- 
ing of fluorescent lamps in cold weather 
and insure high output as the same time. In 
the flush type panel built into the facade, 


ESTABLISHED 1925 
formerly 
SCHENKER MANNEQUIN CO. 
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Interchangeabi extra heat is not so important as some heat —This cross-section shows a lamping arrange- 
le - Pe r 5 ° e 
able arms Sheusna, comes from within the building. ment for the combination colored fluorescent 
i . e ; fj ‘ » 
pst nt, walet, wrist A desirable brightness depends upon the and standard filament color change panel— 
Ss ru . - ° , 

manufact ber hands size of the luminous panel and the brightness 

: ured in pa- : fi : In a great many cases, the store transom 
Pier mache or Special of the background. The larger the element, , nara“ Eanes ager ey SR Sere 
co nae : J Pa areas St above e show aqows of o eT- 

™MPosition, the lower the required brightness. The sur- J 


wise excellent store fronts go unlighted. This 
valuable area is entirely unused at night. 
Here, certainly, is an opportunity for all 


rounding brightness of the general area will, 
of course, detract from or reduce the appar- 
ent brightness of the luminous panel. For 
example, let us take a good-sized white dif- 
fusing glass panel 36 inches high and 12 
feet long. Here about 150 toot-lamberts is 
indicated for panel brightness in an average 
business district. In general for white dif- 
fusing glass, with white Mazda fluorescent 
lamps, we will need one continuous row of 
30-watt or 40-watt lamps per foot of width 
tia i of panel. This will give us the average 
Manufacturers brightness of 150 foot-lamberts in service. 
So altogether we will need three continuous 
rows of white fluorescent lamps or a total 


concerned ! 

It will be well to remember to consult an 
architect on any large store front remodeling 
project. The lighting specialists of the local 
utility company will furnish needed illu- 
mination information for this type of im- 
provement. 

For uniform illumination of the diffusing 
glass panels, continuous rows of fluorescent 






lamps should be spaced so that their distance 
from each other is one and one-half times 
the distance of the rows from the glass. 
Gini : ee : ath Also, for uniformity of surface illumination 
9 of nine in the case of the 48-inch size. The 3 : 
4é ; : the rows of continuous lamps should be kept 
total operating cost for energy and lamp re- . eae . é 
; : ‘ ; back from the glass a minimum of 6 inches, 
placements for this luminous panel of 36 


otherwise there will be dim areas on the 


TRANSPARENT SHADES GRATE SORE: 35 NY ONE AHO ORS a: Re glass opposite the sockets. The cavity 


at the usual rates for electricity. . Sat Spi 
: should have a white mat finish. Casein 


INSURE paint is satisfactory. 





—Wieboldt's store in Oak Park, Ill., is a fine a <1 
YOUR ; . ; 
Ww OW example of large luminous areas for attraction Denner Joins 
IND value. Three rows of 25-watt filament lamps Sally Shops 
DISPLAYS on about 10-inch centers stud the underside y P 


Eugene Denner, formerly of Kline’s, St. 
Louis, has become display manager for Sally 


AGAINST of the marquee. The glass block panels are 
FADING lighted by 25-watt lamps on 7-inch centers in 


continuous troughs at the edges of the panels— Shops, of the same city. 
SUNFILTER SHADE CO. 
1063 South La Cienega Boulevard 
Los Angeles - - California 





NOW! NEW! 
CLEAR AS GLASS 
COLORLESS “SUNFILTER” SHADES 


EASY TO INSTALL 


Over 1,000 "Sunfilter” installations. Send 
for certified list of stores protected by 
genuine "Sunfilter." "Sunfilter" shades are 
approved by the F.H.A. . . . Write today. 
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Well-Known Displayman 
Killed By Automobile 


Edmund C. Barnard, Sr., widely known 
Birmingham displayman, was killed recently | 
when struck by an automobile while cross- 
ing the street. Formerly of Atlanta, Ga. | 
Barnard became a resident of Birmingham 
some twenty-five years ago and during that 
time was reported to have “designed and 
created displays for any store that had win- 
dows.” He was responsible for most of the 
floats in the local Christmas carnival since 
its inception in 1934, as well as decorative 
work for various other civic projects. It 
was a Birmingham fable that his Christmas 
floats were always finished at the last possi- 
ble minute, with Barnard running after the 
last one to put on the final touch even as 
it was being driven away. 


He is survived by two daughters, a son, | § 


EK. C. Barnard, Jr., who had worked with 
him in recent years, and two sisters. 


St. Louis Display Directors 
Receive Write-Up 

Some five columns in the “Everyday 
Magazine” of the St. Louis Post Dispatch 
were devoted on May 7 to a write-up on 
the work of a number of local display di- 
rectors for department stores. Included 
were descriptions of their methods of work- 
ing, photographs of two typical displays, 
and the portraits of the display heads for 
the three largest stores of St. Louis: Mrs. 
Grace Everest, Scruggs-Vandervoort-Bar- 
nev; FE. H. Leeker, Stix, Baer & Fuller, and 
Joseph F. Chadwick, Famous-Barr. 


Marquardt & Co. 
Appoints Two 

The display division of Marquardt Paper 
Company, New York City, under the super- 
vision of Howard Harter, announces the 
appointment of Ralph Riccardi as Eastern 
representative and Joan Gilbert as office 
manager. Riccardi was formerly with Coy, 
Disbrow & Co., New York City. Miss Gil- 
bert had been associated with Display Ac- 
cessories and before that with Bliss Display 
Corporation, both of New York City. 





Tusing Heads Display 
For Wyman's 

William Tusing, formerly assistant dis- 
play manager for George Wyman & Co., 
South Bend, has been placed in charge of 
the department. He succeeds Dan Ganger, 
who has resigned in order to enter the res- 
taurant business at Valparaiso, Ind. 


Mannequins Of Tomorrow 
In Larger Quarters 

Mannequins of Tomorrow by Mayorga 
has enlarged its quarters at 115 Prince 


street, New York City, in order to double | 


the firm’s production. Gabriel Mayorga is 
now devoting all of his time to the designing 
and creation of a new fall line. 





Change Of Location 
For Central Display 

Central Display Service is now in new 
and larger quarters at 21-23 West Main 


street, Oklahoma City, Okla. 
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GREATER DISPLAY VALUE 


means increased sales 


.. WITH TRANSLUC 


Here’s a manufacturer who designed extra 
display and readability into his product— 
and went one jump ahead of competition. 


Clear-cut numerals on this automatic score- 
board, made by Fair-Play Mfg. Co., Des 
Moines, Iowa, are silk-screened in 2 colors 
on white Translucent Lamicoid stock. Rear- 
illumination extends readability up to 250 
feet. Ease of printing and fabricating the 
material permits economical, quantity pro- 
duction. And for the results, we quote the 
manufacturer :— 

“We believe that the pleasing effect of Trans- 

lucent Lamicoid has had much to do with 

the popularity and sale of our scoreboards.” 
This versatile material offers a wide variety 
of advantages for display lighting fixtures, 
exhibits, counter displays, direction signs 
and many other applications. Write for 
illustrated bulletin that will help in sug- 
gesting uses of the material to fit your own 
requirements. SENT FREE ON REQUEST! 


EST LAMICOID 


Check These Advantages: 


1 
2. 
3. 
4 
5 


Excellent light diffusion 


Rich, permanent finish 


7\ 





. Ten brilliant colors and white 


Easily printed or painted on 


Readily curved, machined and 


sandblasted 


Non-inflammable 
Light in weight 
Non-shatterable 
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SEE THE NEW 
VELVELUR Line 


‘ On Display at 


1. A.D. M. CONVENTION | 


Hotel Sherman, Chicago 
Room 115 
® 


Colorful Background Papers 
1197 — 108” — 87” — 81” — 
@ 


4 New Panoramas in 
108” — 87” — 49” — 


49” 


24” 


For Backgrounds — Ledge Trims 
Post Trims — Flooring 

bd 

Panels For Every Use 

, 3’ x 3’, 4” x 6’ and larger , 

e 


materials at our exhibit 

@ , 
, Write for new Fall and Summer 
Catalog 


Display Division 
Dept. 23, 426 West Broadway 
New York, N. Y. 


> 
e > 


> A vast variety of NEW display ; 


tHE ACE PAPER co., inc. 3 

















WINDOW DISPLAYS 
THAT SELL!? 






Paasche Type 
F935 Unit. 


With this latest Paasche Portable Airdisplay- 
man’s Unit, you can provide beautiful eye-grab- 
bing window effects—make wider use of color 
—give added power, punch and quality to 
window messages.—Create those new, modern 
windows that get attention. 


Unit plugs in any light socket—Use it right in your 
window. Endorsed by all leading designers. 


See your dealer or send direct for new bulletin 
P10-40—it’'s FREE 


~ on 

Qusehy Kerbuush be ESTE, 
In Canada, The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co., Ltd., Toronto 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 











meet war-time 
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English Display 
And The War 

The report of our London correspondent 
is as follows: “Twenty-six of the blown-out 
windows of Lewis’s, Ltd., Liverpool, have 
been replaced and protected in very attrac- 
tive form. Painted wall board is used as 
a surround for the rectangular plate glass, 
which is staggered according to the street 
level. In order to achieve a bright effect 
each window is treated separately and there 
is a striped painted representation of a can- 
opy. At the base there is a painted trellis 
in yellow. The windows, well lighted, are of 
variable depth to suit compact as well as 
bulky items of merchandise. It is under- 
stood that in the display department of 
Lewis's store there have been many experi- 
ments, including the construction of models, 
on a considerable to discover the best 
form of window and display to 


scale 
protection 
conditions. 
“Window and outside display is used ex- 
tensively by local bodies in their War Sav- 
ings Week appeal. The chief item of ihe 
exterior display in Aberdeen was at the 
Music Hall, where a huge Hitler 


head of 


The DISPLAY PARADE NO. 27 





1941 


JUNE, 


was shown receiving the shell from the 
Aberdeen War Savings Week fund. 

“In the House of Commons last week, A. 
V. Alexander made this statement: ‘I wish 
the House had becn with me last week when 


I interviewed a young man who _ twelve 
months ago had been a first-class window 
dresser in a dry goods store. After going 


through naval training he was commissioned 
as a sub-lieutenant R. N. V. R., commanded 
a drifter and sank an E-boat in a few weeks, 
has been promoted to command a trawler, 
and is now undertaking a regular and dan- 
gerous patrol.’ 

“Sergeant-Pilot Ken Purcell, formerly 
displayman with Pophams, Ltd., Plymouth, 
has been killed in a plane crash.” 





Harry Eastham 


Adds To Duties 

Miami, has purchased Hatches 
Beach, and with its acquisition 
the display duties of Harry Eastham, dis- 
play manager for Burdine’s, has been ex- 
tended to include for Hatches. He 
also supervises display for Burdine’s Miami 


Burdine’s, 
Store, Palm 


those 


Beach shop. 


—by Tony Brinker 





AS A BOY, HE 
HELPED HIS 
FATHER WHO 
WAS A PASTEL 
ARTIST FOR 
SOME 25 YEARS. 


— WAS BEEN 

INTERESTED IN 
ART AND Music 
ALL HIS LIFE. 


STUDIED VIOLIN AND PIANO FOR ABOUT 

\2 YEARS... PLAYED OVER LOCAL 

RADIO STATIONS FOR ABOUT 14 YEARS. 
HE ENTERED THE DISPLAY 

FIELD AT THE AGE OF I9— aii 
WE HELPED THE. <3 
DISPLAY MANAGER 
DURING THE DAY AND PLAYED 
OncaRsTRA WORK 4 NIGHTS 


—_——. 


RUSSELL C. 


DISPLAY MAN AGER, 


JENNY'S, inc. 


CINCINNATI, OHIO 


DANCING A ! 
MESons | 





DISPLAY WORK WHEN DANCE CLASS 
fT WAS MORE THAN 


FOR ALL THE PUPILS. ALSO Bu 
FIELD... HAS BEEN WITH JENNYS 2% YEARS. 





































IN 1928 HE MARRIED A DANCING TEACHER — GAVE UP 
ES GREW TO WHERE 

SHE COULD HANDLE. HE PLAYED THE PIANO 

LT STAGE SETTINGS, AND 
DESIGNED COSTUMES. IN 1939 HE RETURNED TO THE DISPLAY 
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New Brosnan Mannequins 
Presented By Williams 


The new line of high fashion, custom 
styled Mary Brosnan Studio mannequins was 
officially unveiled on June 5 at a “Studio 
Fanfarade” in the New York showrooms of 
Jas. B. Williams, Inc., 498 Seventh avenue, 
which firm has been appointed exclusive dis- 
tributors for Mary Brosnan, Inc. 

According to Miss Dorothy Williams, 
president of Jas. B. Williams, Inc., the 
groups not only embody a high degree of 
beauty, glamour and interesting technical 
improvements, but through a system of inter- 
changeable arms, legs, wigs, torso, and 
make-up it is planned to style individual 
mannequins for each individual store. Such 
leading stylists in the display and fashion 
fields as Tom Lee, Bonwit Teller, and Louis 
Villela, B. Altman & Co., have cooperated 
in designing the several groups which com- 
prise this first basic line. 

The Williams showrooms were redecorat- 
ed in honor of the official unveiling, with 
an appropriate setting for the Brosnan 
mannequins. Also shown was an exhibition 
of fixtures in chrome and Lucite from the 
Cyrille Steiner Studios, and a 
suggestions for display decor and lighting. 
The entire presentation and decor was di- 
rected by Eleanor Le Maire, well known for 
her dramatic use of color and lighting in 
the retail field. 


series of 


Cincinnati Club Plans 


Convention Bid 

Members of the Greater Cincinnati Dis- 
play Club met on June 2 at the Hotel Gibson, 
at which time final plans were worked out 
for making a bid for the 1942 convention 
of the International Association of Display 
Men. The petition will be formally pre- 
sented at the Chicago convention later this 
month. The club members heard a_ short 
talk by Joseph Turner, of the Chamber of 
Commerce, assuring them of that organiza- 
tion’s full cooperation should the conven- 
tion be awarded to Cincinnati. 


Bulkley, Dunton Brochure 
Ready For Release 


Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York City, has announced that 
the firm's new fall brochure—“Display Fash- 
ions for Fall and Winter, 1941”—is now 
ready for distribution. Copies are obtain- 
able on request. The booklet contains a 
wide range of decorative papers, including 
new materials, colors, and designs. One in 
particular, “Foilkote,” is a metallic surface 
paper with an aluminum base, available in 
a wide range of weights and colors. 


Louis McCall Dies 
In Hospital 





For the past several years display and ad- 
vertising manager for Kennington’s, Jackson, 
Miss., Louis McCall, Jr., died recently in 
a Memphis hospital. He was 30 years of 
age. He had formerly been assistant dis- 
play manager for Gerber’s, Memphis. He 
is survived by his wife, an infant daughter, 
and his parents. 
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Because you find the goods you want 
in one showroom, you save time that 
would ordinarily be consumed in travel. 
In the same way you save the incon- 
venience of “shopping. But most im- 
portant, you save money . . . because 
you buy at the same prices received 


from the manufacturer. 


Manufacturers of virtually everything 


used in the Decorative and Display field 





NOW! you can 


SAVE TIME, TROUBLE, 
and MONEY when you buy 


DECORATIVE MATERIALS 
& DISPLAY EQUIPMENT 


ORDER EVERYTHING AT ONE TIME 
--UNDER THE SAME ROOF 


No longer is it necessary to lose hours, even days, in search of the 
RIGHT KIND of decorative and display materials. The Display Mart 
is the new, gigantic enterprise founded to save the buyer Time, Trouble, 
and Money by exhibiting the lines in one showroom, under one roof... 


and -selling.at a-price- the manufacturer himself would-charge! 


YOU SAVE IN MANY WAYS 


have lines exhibited at the Mart... 
the latest Artificial Flowers, Background 
Moldings, Dis- 
play Fixtures, Millinery Heads, Paper, 
Fabrics and Leatherettes, Tackers, Plat- 


forms, Pedestals, Wall and Floor cases, 


materials, Mannequins, 


and many others.** 


Make the Display Manufacturers’ Mart 
your first and last stop when you visit 
New York! 


* * INQUIRIES ARE INVITED FROM OTHER MANU- 
FACTURERS WISHING THEIR LINES REPRESENTED 


DISPLAY 
MANUFACTURERS’ MART 


“Everything for Display” 


16-18 West 36th St., New York, N. Y. 


WIsconsin 7-827] 
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Unusual Mural Treatment 
In Steven’s Remodeling 


The opening of the completely remodeled 
fifth floor and new restaurant of Chas. A. 
Stevens & Co., Chicago, occurred a_ few 
weeks ago. It climaxed major remodeling 
work which has been in process for ten 
months. Skidmore, Owings & Merril, archi- 
tects for the store, executed all remodeling 
and design, even to tray appointments in 
The Circle restaurant, which is the fourth 
in a series of “tailor-made” and “package- 
designed” department store restaurants oper- 
ated by Food Services, Inc., of New York 
City. 

Nathaniel A. Owings supervised the re- 
modeling and the preliminary analysis which 
preceded it, a technique which is also being 


applied to the step-by-step rejuvenation of 


L. S. Ayres & Co. department store in 
Indianapolis, where two completely remod- 
eled floors will be opened in September. 

The redesigned floor of the Stevens store 
is largely devoted to merchandise for youth. 
It includes debutante dress and hat sections, 
junior high sports wear, infants wear, and 
debutante footwear. 

Two buildings joined by a bridge house 
the six-story Stevens Despite this 
structural limitation, the fifth floor remod- 
eling creates an almost uninterrupted flow 
of selling space, high ceilinged, light and 
airy, with striking wall treatments. Floor- 
to-ceiling screens of milk white 
(“Thermolux”) on the outer walls of 


store. 


glass 


both 


buildings contribute to the luminous, clear 


and open character of both restaurants and 
merchandise areas. Straight-hung  trans- 
parent white curtains emphasize the simplic- 
ity of modern functional design. The walls 
are vari-textured, predominantly off-white, 
with a few expanses of lively color and some 


muted shades. However, the color scheme 
of the backgrounds is subordinated to mer- 
chandise throughout. 

Adjustable spotlights are set in the ceil- 
ing for the dramatization of merchandise. 
Suspended aluminum lighting fixtures are of 
the combined direct and indirect type. 

The feeling of spaciousness throughout the 
selling floor is increased by the use of light, 
gracetully designed tables instead of coun- 
Merchandise are set up from 
the floor. Tables, chairs and cases are red 
birch in all departments except the debu- 
tante hat section where maple is used for 


ters. cases 


specially designed vanities and chairs. All 
restaurant furniture is white birch. 

Low tables for handbags and ashtrays are 
included in each selling group in the debu- 
tante dress section. Chairs are upholstered 
with rough textured monotone textile. Domi- 
nant shades are gray, wine, and bright dark 
blue. A warm toned putty-beige carpet is 
used on the entire selling floor. Chairs, like 
the tables throughout, have straight tapered 
legs and are strong but delicate in line, not 
too heavy to be moved easily. 

All furniture, cases and merchandise dis- 
play equipment on the fifth floor and some 








in the millinery section on the fourth were 
Skidmore, Owings & Merrill 
Chas. A. Stevens 


designed by 
especially for the store. 


Transcontinental Trip 
For Joe Maharam 

Joe Maharam, president, Maharam Fab- 
ric Corporation, New York City, is making 
his annual cross-continental trip. He flew 
to his first stop at the Maharam branch in 
Los Angeles and from there is calling at 
other branch offices in San Francisco, St. 
Leuts, and Chicago. Maharam will be gone 
from New York for six weeks and in his 
travels will cover about 8,000 miles of terri- 
tory. He will reach Chicago in time to 
attend the International Association of Dis- 
play Men's convention at the Hotel Sherman. 


—Deeply inset wall display cases in the fourth 
floor millinery sections have white interiors 
made brilliantly luminous by flush-set overhead 
fluorescent lamps. White birch cases are glass 
enclosed. . . . At the left, this wall display 
case is designed for seasonal accessory display 
in the Circle restaurant of the Stevens store. 
"Woman, the Enchantress" is the subject of the 
provocative display shown here—designed to 
serve as a conversation piece for women wait- 
ing to enter the restaurant— 
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DISPLAY STUDIO PROBLEMS 
[Continued from page 30] 
obtained, a working drawing is prepared to 
scale and the procedure of actual display is 
then started. During this process, the selec- 
tion of materials to be used—those which 
will prove to be practical for the production 
ideas—is also determined, and this phase of 
collaboration is carefully considered during 

the various stages of designing. 

Itinerant displays have been heartily ac- 
cepted for presentations in show windows 
but there is a growing trend to use them 
more extensively as interior pieces. When 
used as an interior trim, if proper thought 
is given to design the itinerant can very 
readily become a center of activity for a 
demonstration of the products featured. 
There is no doubt about the value of an 
itinerant, even as a silent interior display. 

The growing list of users of itinerant dis- 
plays is a factual testimonial of the value 
of this type of advertising medium. Utility 
companies, manufacturers of all types of 
salable products, banks, building and loan 
organizations, insurance companies and nu- 
merous other institutions of business as well 
as retail outlets are becoming display-con- 
scious in this respect. They realize that they 
can more dramatically present their services 
and merchandise with this better type of 
display setting, which is reasonable in cost 
when pro-rated for a number of showings 
over a given period. 

Four views of typical itinerants produced 
recently by our company are given here. 
Special emphasis was placed on the com- 
pactness of the units, the flexibility of usage 
for windows or interior display, the harmon- 
izing of color finish, and the structural or 
production details. In each case, perma- 
nency of display value was obtained, yet in 
physical make-up the units are of light 
weight and easily handled. Illumination has 
been used effectively in each, and fluorescent 
fixtures were installed wherever practical 
and concealed areas would permit. 








The practical advantages in use and the | 


effective display value of itinerant booth 
exhibits for trade show and general conven- 
tion use are also being proven by the fact 
that many display users in this classification 
are setting up budgets to cover the more 
elaborate and permanent exhibit arrange- 
ment, to cover a series of showings, rather 
than to prepare a less expensive and less 
elaborate showing for each event. Pictured 
herewith is a unit of this type, created and 
produced to feature Procter & Gamble Ivory 
soap. The paramount features presented in 
this simple set-up are a moving panel of 
actual Ivory soap suds, actuated by mechan- 
ical arrangement, effective illumination, true 
color “Carbro” photography, a central hand- 
tinted advertising theme illustration, with 
well-balanced general color finish in “Ivory 
soap blues” and white. 





Air-Raid Damages Building 
Of English Display Magazine 

Word has come from London that the 
building from which the English magazine 
“Display” is published has been severely dam- 
aged by incendiary bombs. The damage was 
quickly repaired, however, and the. publica- 
tion is being issued as usual. 
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Showing a Unique and Extensive Line of 
FALL AND CHRISTMAS 


DISPLAY NOVELTIES 


e WOOD «COMPOSITION +LUCITE*METAL 
* 


Chicago, I. A. D. M. Convention 
Room O-B, Mezzanine Floor 


An array of display units of unusual merit and 
craftsmanship within the reach of most dis- 
play budgets—also a special showing of the 


New CARRATA California Mannequins 


a S | EG E L 39 W. 37th St., New York 


Jour STUDIOS 


specialize in the manu- 
facture of papier mache 
display specialties, such 
as: 











b seat de i 
















@MILLINERY HEADS 


e@BUSTS IN COAT- 
HANGER SHAPE 


@FLEXIBLE UNITS 
@FLEXIBLE RUBBER 





HANDS Special Flexible Unit With Base $28 50 
Cc ti Ss aS ee = 
@DISPLAY MASKS ee eS ee ak 


‘ 


Individual attention of Miss Kaufman given to every order 
VISIT OUR NEW DISPLAY ROOMS WHEN IN TOWN 


My) 
Lt 


AACA 4! 






Write for photos and prices 


333 4th Ave. 
New York 
City 
Tel. 

Gr. 3-7242 











HAYER & BRUSH THE NEW 107 INCH 
THAYER & CHANDLER AIRBR REYKOTE PANELS 


* ot as advertised in this issue and shown at the I. A. 
ee “8 ait D. M. convention, as well as the complete 
oe REYBURN LINE of Panels, Units, Valances, also 
\ TOT or ‘ complete stock of colors of Reytrim, Reycurv, 
Mf : ; nd Tor 9g $2 Crested Reycurv—are carried in stock at all times 
= DLER 


THAYER « CHAN GARRISON-WAGNER CO. 302° Levys! Sues! 


forthe particular artist 


910 W.VAN BUREN ST., CHICAGO.ILL 
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Greetings 


to the 


I. A. D. M. 


May your convention be the most 
successful in history 


* 


We cordially invite all con- 
vention visitors to see our 
show rooms where a complete 
line of flower units and dec- 
orations are on display for 
the fall and holiday seasons. 


* 


Botanical Decorative 
Supply Co. 


4th Floor 


325 W. Madison St. Chicago 








ASK FOR 


ARRANJAY’S 
“HAIR-JUST” WIGS 


eThey are styled just 
right. 
eThey are priced just 
right. 


eWe create a style for 
any mannequin or any 
type display that has 
a face. 


Complete line of wigs and 
supplies for all purposes. 


ARRANJAY’S WIGS 


32 West 20th St.. New York City 














GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 

When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct . 
Manufactured by FRIEDRICH & DIMMOCK 
Factory: Millville, N. 
New York Representative: 7 E. 42nd ‘t., New York 
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the 
convention, 


This month we take you to Chicago, 
scene of this year’s I. A. D. M. 
and let you in on a “Man on the street” 
broadcast direct from the lobby of the 
Republic building. This building has housed 
many, many firms and companies down 
through the years, but to me its most unusual 
feature is that it has had one display man- 
ager for over twenty-six consecutive years, 
serving a varied clientele satisfactorily. 
Here he is now, stepping out of the ele- 
vator followed by his committee, after at- 
tending one oi their regular Tuesday lunch- 
All the polished brass in this lobby 
has made me wonder how much polish they 
use here in a year and perhaps George can 
tell us. I am happy to present the presi- 
dent of the Chicago Display Sales Promo- 
ticn Club, George Hermanson: 

“Answering questions about brass is Bing- 
ham’s idea of amusement with a convention 
two weeks away, but we have 
thing that shines far brighter than brass— 
it’s the Chicago convention. I can tell you 
that everything is moving fast now that we 


eons. 


only some- 





WATCH YOUR HAT 





—"That's Officer O'Harrigan. 
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Think this over 


\.. EEE BY FRANK G. BINGHAM 





round the last turn and head into the home 
stretch. Nothing has been left undone to 
make this Chicago's greatest convention. 
All the boys have worked hard. Some con- 
ventions in the past have had only a few 
outstanding workers, but this year our Chi- 
cago gang are united with a common pur- 
pose—to give you a great convention. Don't 
fail to come, it’s one convention you'll never 
forget.” 

“George, you look so calm, cool and col- 
lected, you must not be wearing that long 
underwear you won at South Bend’s display 
banquet 7” 

“No, I'm) saving that 
Let Carl Gestrine in 
a wondertul job.” 

“Yes, Carl Gestrine, chairman of the 
speakers committee for this convention, is 
next, and in looking over the list of speak- 
ers I can see he must have moved in quickly 


next winter. 
He's done 


fc iT 


on. this. 


to land such a knock-out program. Bring 
him over here, Dwiggins. Here's Carl, to 
tell you how he did it.” 


“Well, the program this year should be of 





a et maome 


He always takes things so literally!""— 
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interest to every display-minded individual 
present at the convention. All the sessions 
will start on time and the afternoon pro- 
grams will close promptly at 2:30, giving 
everyone plenty of time to devote to the 
manufacturers’ exhibits. I urge you to at- 
tend all the sessions and accumulate a full 
notebook of display knowledge rather than 
to skip in and out taking a chance on miss- 
ing something of real value. See you at 
Chicago.” 

“Thanks, Carl, no one should miss any 
minute of it. The boss at home will be more 
interested in the knowledge you gain at these 
sessions than the knock-out this or that 
which goes far beyond your budget. A copy 
of this month’s DISPLAY WORLD, the 
largest issue in history, wouldn't be a bad 
thing to place on-his desk right now, so 
that he can see he will get his money's 
worth by sending you to this convention. 
Publicity is the art of getting a certain 
group of people to a certain place at a 
certain time. . . . Les Barofsky, publicity 
chairman, is still arguing about golf with 
Goldberg, but perhaps we can interrupt and 
let him get his plug in at this opportune 
time. Okay, Les.” 

“Publicity, I say, is like good golf, prac- 
tice and repeat, practice and repeat. This 
convention is going to be the biggest con- 
vention in the history of gol—I mean dis- 


play. . . . This convention is going to be 
the biggest in the history of display. 
This conve— you took eight on the seven- 


teenth hole, Goldberg, and you—This con- 
vention is going to be the biggest in the 
history of display.” 

“Thanks, Les, here’s hoping your predic- 
tion on the convention will be a par. An- 
other golfer, John Courtney, is ready now 
to tell you about his job as entertainment 
chairman. John, Chicago's best display 





golfer, has had so many free tickets to | 
places of entertainment in Chicago that if | 


he took them all in he would be busy far 
into late fall. He has, however, sorted them 
out and picked the best spots for your con- 
vention entertainment. John Courtney.” 

“Well, I think fun is a real part of any 
convention, and it’s my job to see that you 
get your share. The Sunday night affair 
starts things right off and I want to see you 
all there. Getting started right 1s impor- 
tant in anything, so we have really planned 
a big night. All the rest of it will please 
you, too. So long ‘till then.” 

“It sounds like entertainment to me, and 
you can count on it. The Sears men never 
let you down anywhere and Courtney heads 
up the Sears State street store, so it should 
be good. Speaking of Sears makes me look 
for Bill Cahill, this year’s convention direc- 
tor. Bill got all his organization going in 
dynamic fashion to put over this convention 
with a bang, but just in the midst of things 
he had to leave town for six weeks. The 
spirit of cooperation started by him enabled 
convention affairs to go along without a 
hitch, but, boy! were all these committeemen 
glad to see him return. A modest fellow, he 
doesn’t want to talk, but here he is:” 

“This convention will be a success. This 
display club has many good men ready to do 
a job when called on. This spirit of the 
fellows is deeply appreciated by me -and 
we are all looking forward to a convention 
worthy of the display profession. I am 
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A Convention 
Within A Convention 


A convention within a convention will be held 
in the five story “House of Greggory” building 
in Chicago—just four blocks from the I. A. 
D. M. convention hall. 


You are cordially invited to attend this rousing 
open house of ours. Bring your friends, too. 
Everyone is welcome. 


Dealers and jobbers, too, may bring their cus- 
tomers or arrange for private showings. 


On display in our show rooms will be an exten- 
sive array of Fall, Christmas, and year ’round 
display materials—all distinctively styled and 
entirely manufactured in our five story plant. 





Do not fail to see FABRICON-BORD, CURVO 
PANELS, LAMINO, FALL & CHRISTMAS PHOTO 
PICTORIALS, and a host of new laminations and 
fabricated display materials—all shown for the 
first time during this convention. 


GREGGORY, INC. 


10 EAST KINZIE STREET CHICAGO, ILLINOIS | 


The Largest Exclusive Display Material Laminators, Processors & Manufacturers 


Papers @ Boards @ Fibres @ Fabrics @ Novelties @ Laminations @ Distinctive Displays 


* * 














ODERNIZE your store 
interior ... simply... 
effectively ... inexpensively. 
Install SPANJER Raised Let- 
ters ... designed for the pur- 
pose. 





Write or call for additional 
information and prices 
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DISPLAY 
_ SENSATION 


of the year? 
ONLY $8.85 
RETAIL 


Put action into your dis- 
play! Attract crowds with this elec- 
irically-operated eye-catcher (not a 
vibrator) which keeps the 12”x18” 
silk flag waving mysteriously. For 
patriotic display or adaptable for 
banner of your design. Chromium- 
plated staff 36” high on 8” base. 
110-volt AC-DC motor. Weight 7 
lbs. Shaft extension at small extra 
cost. Guaranteed. Packed individ- 
ually. Only $8.85 retail f. o. b., 
Western Springs, Ill. 


Distributor Inquiries Invited 
Write for Quantity Prices 


DISPLAY ASSOCIATES 


819 Burlington Avenue 
Western Springs, IIl. 


ews Pe 
Animation 


MOTION MECHANISMS 
@Be as thrifty as the squirrel! 
Sove money as other displaymen 
do—use FLEXOACTION units. 
To put it ina nutshell, they cost 
less, becouse they last so long 
without attention. 


@FINE GEARED MOTORS 


MERKLE- KORFF GEAR CO. 


N. MORGAN ST CHICAGO. ILL 












NEW MAGIC “AIR-WAVE” FLAG 































We Carry 


Ample Stocks of the 


Coy, Disbrow & Company, Inc. 


line of ‘“No Seam” 107” 


EXTRA WIDE DISPLAY PAPERS 
FALL PROCESSED PANELS 
VALANCES, ETC. 


GARRISON-WAGNER COMPANY 
“The Most Complete Line of 
Display Accessories in America” 

1629 Locust Street St. Louis, Mo. 











- « BAMBOO 


Put that Tropical Appeal] 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 


COMPLETE LINE OF NOVELTIES 
Write for our Catalogue and Price List 


TROPICAL §£' 24 wall coverings. 


_ Matting, Chinese hats. 
trays, tapa cloth, thatching. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Les Angeles, Calif. j 


Complete CLOPAY Line of 
COVERAY — WOODGRAINS — LAMINAY 


as advertised in this issue 
Carried in Stock at All Times by 


GARRISON-WAGNER COMPANY 














1629 Locust Street St. Louis, Mo. 
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proud to be a part in this great undertaking. 
Chicago is ready to greet you.” 

“That's fine, Bill, and now my eyes are 
on the only woman in the group, a charm- 
ing personality under a very charming hat— 
Mrs. John Chord, who graciously took 
over the arrangements for the Women’s Aux- 
iliary at the Chicago convention. Mrs. 
Frank Whitelam, Detroit, our national 
Women’s Auxiliary president says: ‘Mrs. 
Chord, who recently moved from Detroit 
to Chicago, was one of the reasons for such 
a successful Women’s Auxiliary meeting at 
Detroit last year. Knowing that she is again 
helping the ladies this year I am confident 
all the visitors to Chicago will have a splen- 
did time. I urge you, as national president, 
to come to Chicago.’ 

“Now here is Mrs. Chord.” 

“Remember the good time we had in De- 
troit last year? Well, ladies, come to Chi- 
cago this year. Don't let your husband tell 
you this is a convention only for men. Join 
him when he hops aboard that Chicago 
train. Mrs. Whitelam and I urge you not 
to miss this great convention. Just having 
luncheon with these golf and convention 
minded gentlemen reminds me that it is hard 
at times not to be a golf widow on Sunday, 
but there for being a conven- 
tion widow from Sunday, June 22, to Friday, 
June 27. Organize twosomes and_ four- 
somes and join us in a round of fun at 
Chicago.” 

“In 1937 the Chicago 
have much planned for the ladies, 
year you can bet a Chord of sweet 
that the ladies will have a good time. 

‘Carl Haecker, a fellow that always talks, 
surely can't let me down on this broadcast. 
His initial is ‘V,’ meaning ‘Volume.’ Cer- 
tainly volumes have been said about him. 
Volumes have been written about him, and 
volumes more will be said after this con- 
vention is over. So I give you Carl ‘Volume’ 
Haecker carrying a portable radio under his 


is no excuse 


convention didn't 
but this 
music 


arm—no I’m mistaken, it’s a Ward's cata- 
log.” 
“We have worked up a little ‘Information 


Quiz’ idea for the convention which I 
think you will enjoy. This is only a small 
part of the convention, however, and if you 
get half as much kick out of the whole 
convention as I will I know you will have 
a great time. All the boys have done a lot 
more work than I have to make this thing 
a real success. The three hardest things to 
do in the world are to climb a fence lean- 
ing toward you, kiss a girl leaning back- 
wards, and miss one of these I. A. D. M. 
conventions. I'll see you all at Chicago.” 

“Thanks to you, Carl. And now we give 
you that Scotchman of State street, that 
display executive whose windows are the 
talk of Chicago week after week. Bill 
Campbell, Carson Pirie Scott & Co.” 

“Oh, I haven't much to say, but it really 
will be a great convention and I hope you 
will all come.” 

“Thank you, Bill Campbell. Phil Gold- 
berg, a member of the publicity committee, 
says he has got to get back to work on his 
Christmas line for the convention, but wants 
to say hello. Okay, Phil, and, remember, 
no plugs for Schack’s.” 

“This year’s convention is shaping up like 
all great shows should a couple of weeks 
before the curtain goes up. Get your seats 
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Let's see 
mean get your 
it’s going to 


now at the Hotel Sherman. 
our booth is number .. . I 
reservations in for rooms... 
be a great show.” 

“Del Le Sage, that wizard of display out 
Evanston way, the official secretary of the 
convention, a hard worker, steady on the 
long pull, and master of a thousand and 
one details, is ready to take over.” 

“A lot has already been said about the 
convention, but take a tip from an oll 
Le Sage, this is going to be a dandy. Don't 
miss it.” 

“Thanks, Del, and while we are out your 
way, let’s look around for that Elgin display 
masterpiece, John Homer.” 

“If you time yourself right, 
Chicago at the opening of the 
See me in the lobby; I have charge of the 
registration for the convention, and know 
all the girls behind the booth, first and last 
names—just in case your wife didn’t hear 
Mrs. Chords’ appeal.” 

“Another home run for a real worker, Karl 
Schlecht, the man who puts the photo con 
test in What say Karl?” 

“A great collection of photes 
awaits your inspection. I would hate to be 
a judge this vear because all the photographs 


you will be in 
convention, 


order. you, 


splendid 


are grand. Don't miss this important part 
ot the convention.” 

“You said it, Karl, a fellow hard up for 
ideas can drink himself full in short order 
among these thousands of display sou- 
venirs. And over yonder under a_ sailor 
straw, a Capper & Capper number, I see 
my old friend, Harold Wilson. The ‘Grea: 


to his host of friends and this year's 
convention ‘Greeter Deluxe. When = you 
walk into the Hotel Sherman this year you 
won't have to ask a bell hop to point out a 


Wilson’ 


displayman and then ask the displayman 
where's the convention. The ‘Great Wilson’ 
with his staff of hand manipulators and 


smile creators will welcome you like a long- 


lost friend. How about it Harold?” 
“Frank, those pajamas I won at South 
Bend don't fit; may I exchange them for 


a red necktie? I'm afraid of this ‘greeter job’ 
especially with all these displaymen’s wives 
coming in, too. I need a red tie for cour- 
age.” 

“Don't let him kid you about courage, but 
now that we are on the subject, Henry Van 
Dyke once said: ‘Courage is the standing 
army of the soul which keeps it from con- 
quest, pillage and slavery.’ The quality of 
our courage largely determines the character 
of our lives and our last speaker on this 
broadcast deserves high praise for his ever- 
lasting efforts to promote display and this 
convention. No one can live cheerfully and 
helpfully without living courageously and 
L. J. Dwiggins, of the Chicago gang, merits 
this praise. He is a trouble-shooter, am- 
bassador of good-will, and ace reporter for 
this year’s convention. Step up, Larry, and 
tell everybody the other fellows have done 
all the work.” 

“My part has been small, but I am glad 
to have played it among such a swell bunch 
of fellows. This convention will be a great 
one because so many have worked together 
to make it great.” 

“Thanks, Dwig; your assurance makes me 
know without a doubt that everything is all 
set for the best convention ever.” 
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EIGHTY-SEVEN PER CENT 
[Continued from page 40] 

depend upon them to too great an extent. 

The fact still remains that the average 
Mr. and Mrs. Customer want to see the 
merchandise, examine the 
price, and bargain for it in his or her own 
mind. 


goods, see the 


dising. 


A window display that sells merchandise | 
must do but three things—l. attract atten- | 
tion, (2) arouse desire, (3) stimulate action. | 


If that is true about window display it 


must follow logically that the same princi- | 
ples would hold true in the interior of the | 


store. 


we find the following to be true. 
of course, is to attract attention. 


1. Power of Attraction 

A. Store Atmosphere—(Posters and dec- 
oration), (Pricing system). 

I. Fixtures and Equipment—(To fit mer- 
chandise), (Showcases when needed), 
(To be considered for types and kind 
of merchandise carried). 

C. Lighting— 
dise), (Indirect for other 
kinds), (Fluorescent). 

2. Color 

A. Red—( Excitement—danger). 

B. Blue—(Coolness—formality ). 

C. Yellow—( Motion—speed—joy). 

1D). Green—( Restfulness—spring). 

EK. Violet—(Royalty—distance). 

F. Orange—(Sunset—autumn). 

G. Colors easiest to read: 

Black on yellow. 

Green on white. 

Red on white. 

Blue on white. 

. White on blue. 
6. Black on white. 

. Store Arrangement 

A. Trafhie direction—where do you want 
customers to travel? 

B. Customers invariably turn to right. 

C. Space immediately inside front 
not most important. 

DD. Folks travel 14 to 28 feet before they 
slow up, pause, or stop. 

E. Widen aisles when you want customers 
to turn. 

F. “Head On” positions at end of aisles. 

G. Bargain tables for special merchandise. 

H. Flexibility. 

Most of these principles apply to most all 
kinds of business but each one must be 
studied and then applied specifically to your 
particular kind of business. 

Now that we have attracted attention, the 
next important step is to arouse desire—to 
attempt to get the customer sufficiently inter- 
ested to find out more about the merchan- 
dise. This, we believe, can be done best by 
breaking down these fundamentals as listed 
below, 


mk who 


w 


doc Tr 


AROUSING DESIRE 
1. Selling Power 
A. Grouping items—(Quick visualization). 
B. Right-handed—(Display as used). 
*, Keying items—(Sales result check). 
D. (Cleanliness — (Equipment, 
dise). 


o 


merchan- 


And hence, interior display of the | 
, 7 - | 
merchandise is so vital to better merchan- | 


Breaking down these three fundamentals, | 
The first. | 


(Right kind for merchandise | 
displayed), (Direct for some merchan- | 
kinds), 
(Combination of both for still other 
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DRAW MORE BUYERS INTO YOUR STORE 
by showing merchandise more effectively in your 
windows with these RHC “Space Sauers”’ 


A-FOUR SHELF UNIT for small goods and 
novelty items (Page 76 RHC catalog 40-S) 


B-THE WINNER SET ideal for attractive set-ups 
(described in detail on page 76 catalog 40-S) 


@C-ALL PURPOSE EBONY TOP TABLES page 76 


D-GLASS SHELF DISPLAYERS ideal for spot 
or mass merchandising (page 79 catalog 40-S) 


More than 1500 additional “Space Savers” in Catalog 
40-8. We'll gladly send you a copy. 


REFLECTOR-HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, CHICAGO 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 


METAL MERCHANDISING EQUIPMENT 


A CORDIAL INVITATION 


is extended to display managers, to visit us and see how a complete 














display organization functions. 


VICTOR HAIDA DISPLAYS, INC. 


149 W. 24th Street - - - + #£New York City 
ADEM member. 
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| See Our 


EXHIBIT 


DISPLAY 
FASHIONS 


For 
Fall and Winter 
1941 


ee 


New Materials 
New Designs 
New Colors 


a 


BOOTH 10 ROOM 114 


HOTEL SHERMAN 
CHICAGO 


<a 


Write for your copy 


DISPLAY FASHIONS 


f. 
FALL and WINTER—1941 


BULKLEY, DUNTON 
& CO. 


Display Papers Division 


217 W. ONTARIO ST. 
CHICAGO 


295 MADISON AVE. 
NEW YORK 
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2. Arrangement 
A. Balance—(Symmetrical lines). 


B. Small items to front—(Avoid _ top- 
heaviness). 

C. Unit displays—(Sell single idea). 

D. Uncrowded appearance — (Aid to 


shopper). 
. Lighting 
A. Plenty of light—(Study merchandise). 
B. Eliminate glare—( Avoid mirrors, ete.). 
C. Overcome reflection — (Additional 


w 


light). 
D. Use spot lights—(Focus attention). 
E. Good lighting causes folks to return 
to buy. 
F. Good lighting reduces return of goods. 


~ 


1. Foot-candle is light of one candle fall- 
ing on object one foot away. 

1. 10,000 foot-candles in sunlight. 
1,000 foot candles in shade of tree. 
500 foot-candles on dark side of street. 
40 foot-candles for reading or typing. 


_ 


I. Most stores have less than 20 foot- 
candles. 
Attracting attention is very — simple. 


Arousing desire is more important but we 
must still do a final job of getting the cus- 
tomer to part with his or her money. All 
of the previously mentioned f mean 
nothing unless we can stimulate the action 
to buy. That principle is the one that really 
counts. 


lactors 


STIMULATING ACTION 
1. Timeliness 
A. Seasonable—( Advance—follow-up). 
B. Set pace—(Lead competition). 
C. Institutional—( Educational—prestige). 
D. Holiday—( Atmosphere). 
2. Originality 


A. New ideas—( Different types). 
B. Change of ideas—(Flexibility—dealer 
helps). 


C. Distinctiveness—( Builds reputation and 
prestige). 
D. Practicability—( Merchandise first). 
E. Stock keeping—(Cleanliness—neatness 
—orderliness). 
3. Merchandise 
A. Appearance—(Clean and pressed). 
B. Use 
ing). 
C. Ensemble displays—(Sell an idea). 
D. Value—( Worth price asked). 
4. Posters and Cards 
A. Definite message—(Tie-up with news— 
be explicit). 


of accessories—(Suggestion § sell- 


B. Copy arrangement—(Left to right— 
easy to read). 
C. Price on every item—(For most dis- 


plays—inform customer). 

DD. Character and honesty—(Builds good 

will). 

And why all of this detail and why the 
necessity of all of this analysis? The an- 
swer is very simple. Customers want better 
displays more than they want newer styles, 
truth in advertising, desire for cash and 
carry, fewer large stores, and modern mer- 
chandise methods. And customers cease to 
buy at your store because of poor store 
arrangement more than they do because of 
tricky methods, wrong policies of manage- 
ment, ignorance of clerks, and poor adver- 
tising. 

All of this is true, of course, because 87 
per cent of the people buy through the at- 
traction of sight. 
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The following is a quick summary of the 
highlights that I have tried to illustrate 
and point out before. 

1. Windows 

A. Attract attention. 

B. Arouse desire. 

C. Stimulate action. 

2. Interior Displays 

A. Inviting atmosphere. 

B. Create interest. 

C. Give information. 

LD. Make folks want to return. 

3. Advertising 
A. Seen. 

B. Read. 

C. Understood. 

D. Believed. 

I. Heard. 

. Analyze your trade 

. Equip the store to suit your merchandise 

. Keep store neat, orderly, and clean 

. Flexibility 

. Women buy approximately 85 per cent 

of merchandise 

9. Women spend four times as much as 
they intended when they go on shopping 
tour 

10. Advertise and display merchandise in 
season 

11. Tie up with advertising and window 
display. 

-2. Classify merchandise for appeal to cus- 
tomer 

13. Play the winners 

14. Remember merchandise comes first 

15. Customers want better displays 

16. Customers cease to buy because of poor 
store arrangement 


onan un > 


17. Many sales are lost because of poor 
lighting 

18. Good lighting will reduce merchandise 
returns 


19. Inform the salespeople 
20. Be sincere and honest. 

By remembering these principles 
and following these simple rules, all of us 
can do a consistently better job of distribut- 
ing the merchandise from the producer and 
from the manufacturer to the consumer— 
who, after all, is the important factor in 
keeping the wheels of industry turning and 
the nation at its best. 


basic 


Convenience And Protection 


Stressed By Shade Company 

Formerly used almost entirely in Cali- 
fornia, transparent sun shades are rapidly 
being installed in the windows of stores all 
over the country, according to Transparent 
Shade Company, Chamber of Commerce 
building, Los Angeles. Furnished on regular 
spring rollers, the shades can be raised out 
of the way when not required. They are 
said to be very simple to install and protect 
merchandise from fading with practically 
100 per cent efficiency, while still permitting 
the shopper to see the merchandise in com- 
plete detail. Samples and literature are 
available from the address given above. 





Frank Dimmock Dead 
At Age Of 62 

Frank L. Dimmock, since 1916 a member 
of the firm of Friedrich & Dimmock, 7 East 
42nd street, New York City, died -May 28 at 
the age of 62. He leaves a widow and three 
brothers. 
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"Joe Jones" Is Hero 
Of Bamberger Display 

A mythical character known as “Joe Jones” 
was the central figure in a recent institu- 
tional display by L. Bamberger & Co., 
Newark, for which Morris L. Rosenblum is 
display director. Installed to play up the 
work of the State Employment Service, the 
display was divided into six miniature set- 
tings to show periods of Joe Jones’ life. In 
the first he was a well-paid rivet heater back 
in 1929; the next showed him jobless dur- 
ing the depression, then working in a bakery, 
next out of a job and seeking the help of the 
State Employment Service which advises 
him to take a course in welding; in the next 
division, Joe learns the new work, and in 
the climax he is seen in 1941—working in a 
shipyard, earning good money, and doing 
his part for defense. 

The display has since been shipped to the 
Steel pier in Atlantic City where it will be 
on view for some time. 

"Keep ‘Em Flying’ 
Is New Slogan 

The War department has requested the 
cooperation of all forms of publicity media 
to popularize the new slogan “Keep ‘Em 


Flying!” in connection with the drive to | 


obtain 120,000 applicants annually for cadet 
flying training. A design selected for use 
with the slogan consists of a circle made up 
of the words: “Let's Go! U. S. A—Keep ’Em 
Flying!” in red, surrounding three bomb- 
ing planes in blue on a white field. Within 
the circle appear the words, also in blue, 
“Uncle Sam needs pilots—be a U. S. Army 
flying cadet!” 


Announces Winners 


Of Contests 


George G. Fero, display director for | 


United Drug Company with headquarters at 
43 Leon street, Boston, has announced the 
winners of the Rexall Drug Stores’ March 
and April display contests. For March: first, 
$25, Richard W. Holtke, Dockum Drug Com- 
pany, Wichita; second, $10, Lloyd E. Jones, 
Loma Vista Pharmacy, Oakland. April: 
first, $25, Lee Morgan, Humes Drug Com- 
pany, Ponca City, Okla.; second, $10, Wil- 
liam H. Rickley, White’s Rexall Drug Store, 
Dover, N. J. 





Larger Space For 
Ellen Kaufman 

Ellen Kaufman Studio has taken larger 
space at 333 Fourth avenue, New York City, 
and has announced the appointment of H. 
Isenburg as sales and business manager. 
The firm’s line consists of intriguing mil- 
linery heads, busts, and flexible displays. 
The new display room features satin walls 
and ceiling of a rich tufted material. 





Patriotic Display Contest 
Won By Russeks 

First prize in the patriotic window dis- 
play contest sponsored by the Soldiers and 
Sailors Club of New York City has been 
awarded to Russek’s. Constance Spry, flor- 
ist, and Town and Travelwear, Ltd., placed 
second and third, respectively. The prizes 
were silver trophies. 
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DISPLAY 
ART 
AT ITS 
BEST 


One of a series 
of twenty beautiful 
Christmas displays, 
using as a theme 
"The Nativity of 
Christ." Figures 
range up to 6 feet 
in height. Flat 
white finish. Sold 
as complete group or in as many units as desired. Sold only to one store in a 
city at a price within every store's budget. Write for photographs of units, 
or see them at the |. A. D. M. Convention. 


SILVESTRI ART MFG. CO. 


i2z223-x WW. MADISON oy ee CHICAGO 























A. D. E. M. I. A. D. M. 


The Association of Display Equipment Manufacturers 
Extend Heartiest Greetings to the |. A. D. M. 


for a Successful Convention 


American Display Fixture Co., New York City Victor Haida Displays, New York City 
Lion Metal Fixture Co., New York City 
Walter Marshak, Brooklyn, N. Y. 

National Form & Fixture Co., Brooklyn, N. Y. 
Edward Rabbin, New York City 

Scheuer Art Metal Mfg. Co., New York City 
Steelware Mfg., Inc., New York City. 


Best Display Forms, Inc., New York City 
Display Mannequin, Inc., New York City 
Equipment Co. of America, New York City 
M. Goldsmith Co., Brooklyn, N. Y. 
Greenberg Bros., Inc., New York City 


Inquiries regarding our display products are invited 
Address ASSOCIATION OF DISPLAY EQUIPMENT MANUFACTURERS 
949 Broadway, New York City 


I. A. D. M. A. D. E. M. 





























Ain-Way Glag Blyer 
ATTRACTS ATTENTION 


A quality product to put acticn in displays—-in keeping 
with the finest settings. BEAUTIFUL in appearance, 
QUIET in operation, DEPENDABLE in service and LOW 
IN COST. 


Write or wire for full information 
AIR-WAY ELECTRIC APPLIANCE CORP. 


TOLEDO, OHIO 
Quality Manufacturers for Over 20 Years 
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Custom PLASTIC 
FABRICATORS & 


SHEETS, RODS AND TUBES 
ae 

THE SPECIAL REQUIREMENTS 

OF DISPLAY BUILDERS 


a aa offerin gG 


ECONOMICAL AND COMPLETE 

FACILITIES FOR PRINTING 

FORMING, DIE CUTTING 

STAMPING AND EMBOSSING 
a 


Your inguirtes are beactiioal 
















We're proud @ 
to PRESENT 


DARLING 
DISPLAYS 


FOR FALL 


The Most Complete Line 
in America 
I. A. D. M. Convention 
Chicago, IIl. 
West Room--Section B 
and Booth 25 











Distributed by 





FOR NEW CATALOG 





REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 


524 S. Sprirg St. Los Angeles, Calif. 








Complete VELVELUR Line 
of FALL BACKGROUND panels 


as well as 87-inch VELVELUR as 
styled by Ace Paper Company and 
displayed in Room 115 at the 
I. A. D. M. convention 


carried in stock by 


GARRISON-WAGNER COMPANY 


1629 Locust Street St. Louis, Mo. 
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The Tale Of The Turtles 
And The Window Display 

A. D. Mayfield, Florida representative of 
Vol T. Blacknell Company, found the other 
day that life can be pretty hectic. Having 
recently worked out an unusual gold-fish 
display for Wycross, Ga., a display that 
opened 145 new retail accounts if the pub- 
licity release can be believed, Mayfield 
agreed to work out a window display in- 
volving turtles for Purcell’s, Orlando, Fla. 
Each turtle was to have a letter on his back 
to spell out the word “Pabco,” which was 
the name of the rugs being featured. 

On the day before the display was to go 
on view, Mayfield hurried to _Purcell’s for 
a last-minute check-up. Everything was fine 
—except that the turtles hadn't arrived. A 
posse immediately began searching local 
bayous for choice specimens of the genus 
Chelonia. Not a one could be found. Then 
word came from Silver Springs (forty miles 
away) that there were plenty of turtles to 
be had there. When Mayfield reached the 
scene he found the report was true—but the 
turtles were feet under water. A 
be-goggled life-guard, for 50 cents a turtle 
f. o. b. terra firma, finally solved the prob 


some 20 


lem. At noon the next day, 348 shoppers 
were clocked at one time watching § the 
turtles and the “Pabco” display. And _ to 
supply the happy ending—eighty-five rugs 


were sold during the time the window was 
used. 


Plastics Competition 
ls Announced 

Modern Plastics magazine is now 
soring its sixth annual Modern Plastics 
competition. Without fee or any obligations, 
the magazine invites all plastic-using firms, 
designers, fabricators, etc., to participate 
Any plastic object or product will be deeme1l 
eligible if it has been designed or has 
reached the market since September 1, 1940. 
The competition and current display of en 
tries will be held in the main headquarters 
ot Modern Plastics, Chanin building, 122 
East 42nd street, New York City. Th? 
final deadline for all entries is September 8. 


spon af 





Fall Colors Announced 


By Association 

Twenty colors will be shown in the 1941 
fall color card for felt hat bodies according 
to Margaret Hayden Rorke, managing direc- 
tor of the Textile Color Card Association, 
New York City. These fall shades include 
such names as California claret, Deepwater 
blue, Plum violet, Khaki green, Golden 
sherry, Timber green, and the like. 

The fall glove card, portraying twelve 
colors in leather, will include Golden to- 
bacco, Rico brown, Kona red, Paniolo tan, 
Pineleaf, Limestone beige, Soldier blue. 





Bertonniere Wins 
Local Contest 


First prize in a display contest conducted 
locally in connection with National Cotton 
week has been awarded to J. E. Bertonniere, 
D. H. Holmes Company, Ltd., New Orleans. 
Second place went to Joe Miller, Sears, Roe- 
buck & Co., and third prize was won by 
George Alonzo, Porter Clothing Company, 
Inc. 
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Fluorescence Has Big Role 


In G. E.'s Exhibits 

Recently completed at General Electric 
institute, Nela park, Cleveland, are numerous 
alterations and major revisions which again 
have brought this fountain-head of lighting 
knowledge abreast with Nela’s latest labora- 
tory developments and engineering practice. 
The rebuilding program was begun recently. 

Conspicuous is the influence of the fluores- 
cent lamp as a factor for change in the strik- 
ing displays and demonstrations featuring 
the 1941 edition of Nela park’s “world’s fair” 
dedicated to better lighting and seeing. 

Most pronounced is the influence of fluo- 
rescent lighting in the industrial exhibits at 
the institute. Given a prominent place on 
the main floor where major appliances used 
to be shown, the lighting-for-industry dis- 
plays are geared to answer problems in pro- 
viding the best illumination for defense oper- 
ations. Besides fluorescent equipment, fila- 
ment-lamp fixtures and mercury lamp lumi- 
naires of the latest highlight their 
respective advantages through the see-and- 
believe method of demonstration. These ex- 
hibits convincingly illustrate points in lec- 
tures such pertinent 
“modern practice for lighting low-bay areas 
in the defense industries,” “new 
lighting large areas in factories having high 
ceilings,” and “latest ideas in lighting of 
dratting-rooms.” 

Other major revisions at the G. FE. 
tute include an entirely new model home ar- 
rangement incorporating the latest ideas in 
interior decoration, fluorescent and filament 
lamp illumination; a new front and 
window lighting display using an ingenious 
what effects 

fluorescent 


types 
covering subjects as 


slants on 


insti- 


store 


“lighting paint box” to show 
result) when 
lighting are mixed; and a system of germi- 
cidal lamps in the institute auditorium de- 
signed to kill air-borne bacteria. 


various colors of 


Gabor's ‘Peaks Of Progress” 
Again Score Success 

For years Laszlo 
director for Kaufmann’s Department Stores, 
Pittsburgh, has won renown for his insti- 
tutional displays entitled “Peaks of Prog- 
ress.” This year, when the famous “Peaks” 
appeared in connection with the celebration 
of the seventieth anniversary, was 
no exception. Five displays showed the 
nine world achievements of particular im- 
portance during 1940-1941. Included were 
“America Meets a World Crisis,” “New 
Methods of Blood Transfusions,” “Synthetic 
Rubber,” “Wage and Hour Legislation,” 
“Vitamin ‘K,’” “Crop Improvement,” “Fre- 
quency Modulation Radio,” “Fine Arts for 
Americans,” and “Grand Coulee Dam.” 


some Gabor, display 


store's 


Lawrence Steiner Dies 
At Age Of 65 


Lawrence Steiner, an officer of Cyrille 
Steiner Studios, New York City, died on 
May 24 at his home in Hempstead, Long 
Island, at the age of 65. He was associated 
with the well-known fixture studio for the 
past fifteen years, but had retired in 1937. 
He had numerous friends throughout the 
country as a result of frequent trips to all 
the principal cities of the United States. He 
is survived by the widow, two sons and a 
daughter. 
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ALL ROADS LEAD TO CHICAGO 
[Continued from page 9] 
“Evaluation of Window Display” should 
be completed it would be a tremendous boom 
to recognition of the true value of our pro- 

fession by American retailers. 


The officers and representatives of local 
clubs are invited to attend a round-table 
for the purpose of planning cooperative 
work with the assistance of the I. A. D. M 
There are undoubtedly educational features 
which can be procured without cost or with 
very little cost that will offer display clubs 
real food for thought and valuable assistance 
in retaining a large membership. The fact 
also remains that the I. A. D. M. today is 
financially able to purchase certain films of 
interesting and educational nature which 
could be distributed to local clubs for their 
meetings upon request. This round-table will 
accept the requests of local clubs, and de- 
sires their representatives to present their 
needs for educational features. It also asks 
that they lend the value of their experience 
in presenting interesting programs in their 
locality to those who are desirous of doing 
similar work in other localities. Through 
this melting pot of comparisons we should 
develop par excellence-plus for the technique 
of display clubs’ educational presentations 
in the future. 

In a sincere effort to support the entire 
display system, we have created discussions 
in all the various lines which our member- 
ship represent and those which we feel are 
most important in the current trend of busi- 
ness. One of the groups to be held is that 
of the utilities division. What does the utili- 
ties man want to know about display work 
in his particular field? Surveys prove or 
tend to prove the value of display endeavors 
in divergent lines. The man who is fur- 
nished with information regarding what re- 
sults he can expect from display promotion 
of a specific type is certainly better equipped 
to direct the destinies of display in any utili- 
ties organization than the man who is only 
shooting in the dark. 


We will also delve into the problems of 
the installation group. Only those who 
work with national advertisers’ displays can 
appreciate or discuss intelligently those 
everyday problems that confront them. What 
do they want? What can the I. A. D. M. do 
for them? Is it surveys or consolidated ac- 
tion that they need? How to meet the help 
situation in view of selective service and 
what results can be obtained from certain 
types of displays? All of these questions 
should be presented and ironed out at this 
meeting. If they need assistance let them 
determine just what kind of aid they need 
The I. A. D. M. is possibly in a position to 
give them the necessary help, but let’s find 
out how. 


Then we have the various groups that are 
to be formed. Don't hesitate or fail to reg- 
ister if you would like to work on any of 
these committees. 


The department store group covers a great 
deal of territory and converges with various 
groups such as shoes, women’s wear, furni- 
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This year, more than ever before, we'll be look- 
ing forward to the convention as an opportunity 
to meet and greet old and new friends. We've 
really extended ourselves this year ... our 
exhibit at the convention will be crammed full 
cf new, different, exciting fabrics and accesso- 
ries. Things you will want to see and use for 
the ccming season. And with our Chicago show- 
rocm at 6 E. Lake St., just around the corner 
from the Hotel Sherman we’re in a perfect posi- 
tion to prove our boast that “Maharam can fill 
every display need.” 





FABRIC CORPORA: TI On. 


NEW YORK—130 WEST 46th STREET 
CHICAGO—6 EAST LAKE STREET 


ST. LOUIS, 915 Olive Street 
LOS ANGELES—819 Santee Street 
SAN FRANCISCO—830 Market Street 


Be sure to 


VISIT 
BOOTH 36 
AND ROOM 209 


at 


THE SHERMAN 


83 











This new EXTRA TOP COATING offers you a superior 
ONE STROKE SURFACE , improved ERASING QUALITIES, 
and brighter COLOR VERSIONS. The Smooth Texture, 


Non-fading and Non-bleeding Qualities , and 14 Ply 
inated Middle , introduced as original Seaxures, re- 


1941 CRESCENT 


main unchanged. 


CHICAGO CARDBOARD COMPANY 
Svcnyunare. / 
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We invite you to try the 1941 Model Crescent 
1100 SERIES Board.... the*most modern 
board” manufactured. SAMPLES ON REQUEST 


GQ Product 


666 WASHINGTON BLVD. 


CHICAGO, 


For Sale ale by Leading Dislibullors.- 
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LOOK?! 


OU can’t keep from 

drawing the crowds 
with this spectacular 
electric fountain, gor- 
geously colored, spraying 
16 dazzling jets of crys- 
tal clear water. Just add 
water and plug in—that’s 
all there is to it. Diam- 
eter of bowl, 16 inches. 
Complete, including bowl 
as illustrated, only $39.50. 
Write for free descrip- 
tive bulletin. 


RENTAL SERVICE 
Write today for low 
rental rates. 


PUMPS 


We can also furnish small 
pumps for cascades, etc. 
Send us a sketch of what 
you are planning. 


G.B. Spiegel Corp. 


3958 S. Calumet Ave. 
CHICAGO 





THIS NEW AMAZING 
ELECTRIC FOUNTAIN 
WILL MAKE YOUR DISPLAY WINDOWS 

THE TALK OF THE COMMUNITY 














MATERIALS 
DESIGNS 
COLORS 


New 


Fall and Winter 


BULKTON SEAMLESS 107” 
and BACKGROUND PANELS 


carried in stock by 
GARRISON-WAGNER COMPANY 
1629 Locust Street St. Louis, Mo. 


Complete Showing at I. A. D. M. Convention 
in Rooms 114-115, Sherman Hotel 














ture, jewelry, men’s wear, and possibly hard- 
ware, grocery, or drug stores. But it deals 
with many vital problems that these indi- 
vidual groups do not touch on. Bring your 
problems here, sit in council with some of 
the foremost men of the display industry 
and learn from association how and why the 
other fellow does it. 





“MY DAY" 
[Continued from page 69] 


When our hero returns a half hour later 

the salesmen have departed, but that ‘phone 

“Yeah? Yeah? Wow, right through 

the corner window? You don’t say. Did it 

break the figure? Gosh! I'll be right up.” 

Our hero hangs up the telephone receiver 
just as it rings again. 

“Yeah? Oh. Joe, yeah, how are ya’ boy? 
You got the line set in 420, O. K., I'll be 
over about three. Sure, that’s a promise. 
Yeah, ’by!” Our hero now starts for the 
door but the ’phone is once more jangling. 

“Yeah? Oh, Miss Oglethrope. You 
what? Well, what if the accessories don’t 
match perfectly? I had to dig them out of 
your department last night in the dark, and 
you can’t expect—you'll what? Well go 
ahead and tell him. If I were a buyer I’d 
see that the ... no I don’t care if you... 


Ch, O. K., but—" At this point the tele- 
phone operator cuts in on the line to tell 
our display manager that two porters and 
two trimmers are cleaning up the mess in 
the corner window and the store manager 
is waiting for him, so he had better get go- 
ing With a muttered epitaph embracing 
all buyers, our hero bangs up the receiver 
and once more dashes off. 

When he returns to the office it is well 
past noon and the telephone is still ringing. 
This time our hero ignores the noise, slowly 
takes off his coat, picks up his vest from 
the door-knob, puts his coat back on, takes 
his hat from the head of the now nude 
mannequin, scratches a match on the “No 
Smoking” sign, lights his cigarette and 
shuffles out of the office. The telephone 
ccntinues to ring. 

Half an hour later he is reentering the 
store. He has been contemplating the vaga- 
ries of living in a civilized community. He 
has had a bad sandwich and two cups of 
cool coffee, and to top off his morning he 
has discovered to his sorrow that the nag 
he placed his last three bucks on came in 
last. 

As he steps off the elevator he sees one 
of the salesmen just entering the display 
room door. Our hero quickly steps back into 
the elevator to avoid being seen and _ is 
taken back upstairs. Obviously this is a 
mistake, because the store treasurer enters 
the same elevator and eyes our hero with a 
fishy stare and informs him that he has over- 
spent his monthly budget, and he had better 
bring all his figures to the treasurer’s office 
at three. 

After an embarrassing hour with the treas- 
urer our displayman returns to -his office 
which, for the moment at least, is quiet. He 
quickly glances at the accumulation of mail, 
throws all the printed matter and catalogues 
into the wastebasket, and thoughtfully puts 
his store bill (sixty days past due) into the 
top drawer of his desk with a litter of other 
personal effects. 





PUES Te 


It is now past four o’clock and still noth- 
ing has been done about those windows. 
Time marches on, and there are still calls 
to be made and salesmen to be seen. Again 
it’s the telephone. “Yeah? Oh, Joe, been 
meaning to call you. Sure I know it's after 
three o'clock. I got tied up. Naw, I’m 
busy now. Can we make it tomorrow? To- 
night? Well, Joe, I have to work but maybe 
I could make it about six or six-thirty. For 
dinner? Why, that would be swell, but I 
won't get to spend any time on your line 
as I'll have to get back to the store. O. K. 
the Coffee Shop at six.” 

With this off his mind, at least for the 
moment, our hero takes off his coat again, 
rolls up his shirt sleeves and goes out to 
the shop. The telephone starts to ring again, 
but this time it can’t be heard above the 
noise from the Cutawl. Our hero works 
until the first displayman returns. He gives 
his man some instructions and returns to the 
now quiet office. It’s a good thing that the 
telephone switch-board shuts down at six 
o'clock. If it didn’t, our hero would be a 
raving maniac, instead of a partial one. 

It's almost time to keep that dinner ap- 
pointment, so off to the Coffee Shop for a 
free meal, and to stall friend salesman for 
another day; then back to the “salt mines” 
for six or seven hours of hard labor and 
finally home and to bed, our hero’s dreams to 
be disturbed only by the faint, incessant din 
of a ringing telephone bell. 

(Finis) 


"Mr. Bug" Tie-In 


Display rights in connection with the mo- 
tion picture, “Mr. Bug Goes to Town,” have 
been contracted for by Messmore & Damon, 
404 West 27th street, New York City, and 
the firm is now at work on display tie-ins 
involving the quaint characters. The pic- 
ture, released by Paramount, is a full-length 
feature cartoon in full color and will be 
issued nationally for the Christmas holidays 
this year. Thousands of dollars will be 
spent by Paramount to publicize the million- 
dollar feature. Messmore & Damon has an- 
nounced that novel “Mr. Bug” displays will 
be available on an exclusive basis to one 
merchant in a town. 





Tackney Introduces 
"Paper Sculpture” 

Edward Henry Tackney, who formerly did 
an “idea page” each month for DISPLAY 
WORLD, has introduced “Paper Sculpture” 
to the display field. Called “Carvettes,” 
these ingenious “sculptures” are made of 
paper, are in three dimensions, and done 
in appropriate colors. Many uses are sug- 
gested in connection with display. “Car- 
vettes” are being marketed through Marien 
Products Company, Clawson, Mich, 





Applebaum Establishes 
Display Company 

Formerly in charge of display for Spear 
& Co. (wearing apparel), Pittsburgh, Ben 
Applebaum has formed a firm known as 
Applebaum Display Equipment, 140 N. E. 
First avenue, Miami, acting as representa- 
tive of a number of leading display manu- 
facturers. 
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PAST AND PRESENT IN SHOE DISPLAY 


[Continued from page 28] 
forceful promotion of colors, materials, or 
styles—not detracted by other merchandise 
—is self-evident. This allows also the full- 
est use of related accessories and the selling 
of more than one article by suggestion. 

The day of simply putting shoes in a win- 
dow, plus a price tag, is a thing of the past. 
Today the ramifications of style, color, and 
type require dramatization and promotion. 
More use of color and theatrical lighting 
effects is sure to find its way into shoe win- 
dows. Fixtures are now being designed of 
materials that enhance and display shoes 
more naturally. The traditional shoe stand, 
which perches a shoe up in the air, will give 
way to the use of component parts of the 
promotion as displayers. Backgrounds and 
settings will emphasize the particular shoe 
for its particular use, together with its re- 
lated accessories. In short, shoe stores will, 
on a smaller scale, follow to advantage the 
technique of department store display. 

The shoe displayman of tomorrow will 
have to familiarize himself more thoroughly 
with the harmonizing and contrasting of 
women’s wear, including millinery and ac- 
cessories, so that he may authentically dis- 
play proper color combinations. In a sense 
he will become a stylis: and have at his fin- 
gertips the latest foible of milady’s cos- 
tuming. 

That there is a decided tendency to more 
thorough study of the particular needs of 
footwear display, and the realization that 
being a specialized line it requires more 
specialized treatment, is evidenced by many 
new installations all over the country. 
Dealer displays are more elaborate and 
usable than ever before and greatly benefit 
the displayman in his search for something 
new. We are gradually getting out of our 
swaddling clothes and beginning to show 
progress toward real display merchandising 


of shoes. 





Display Franchises Wanted 
By South African Firm 


Charles Field & Co., 42 Pritchard street, 
Johannesburg, South Africa, is interested in 
securing sole franchise rights for the Union 
of South Africa on all new display lines. 
The firm already represents several Ameri- 
can display manufacturers and _ states: 
“Should business result, all orders would 
be paid for cash against shipping docu- 
ments by our New York shippers.” 








COMING UP! 
Summer Begins—June 21. 


National Swim-for-Health Week— 
June 23-28. 


International Association of Display 
Men Convention, Chicago, June 
23-26. 

Tea Week—June 29-July 5. 

Independence Day—July 4. 

Summer Session Bridge Champion- 
ships—August 3-9. 

National Aviation Day—August 19. 


National Air Races, Cleveland, August 
30-September 1. 
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‘CALIFORNIA 


Transparent SUN SHADES 
FOR POSITIVE PROTECTION! 


Curb those villainous, destructive rays of the sun—stop worrying about putting 
delicate fabrics and colors on display. Our material repels 99 per cent of 
the sun’s destructive actinic rays, and, in addition, it’s more transparent. 
Foil Old Sol at his old game—put California Sun Shades in your window, 
and display anything—without fear! Delivered complete with all fixtures; 


~ easily installed. a 


WRITE TODAY for samples and prices 


THE TRANSPARENT SHADE COMPANY 


CHAMBER OF COMMERCE BUILDING, LOS ANGELES, CALIF. 




















Greetings 
INTERNATIONAL ASSOCIATION OF DISPLAY MEN 








WELCOME TO 


CONVENTION 
JUNE 23-26 
INCLUSIVE 


The Hotel Sherman is indeed appreciative of the honor of 
again being chosen as the host hotel for the display men’s 
convention. Every effort will be made to ensure your com- 
plete comfort and entertainment while you are in Chicago. 


CE SURE TO VISIT 


The Panther Room and Malaya Room 
OF THE COLLEGE INN 


Randolph, Clark, Lake and La Salle Streets 


CHICAGO 
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Excellent Opportunity 


for a man with promotional ability in all 
phases of window display, materials, fix- 
tures and national displays. In replying, 
please state your present connection, and 
salary expected. This is a wonderful op- 
portunity for a man with real initiative 
and ability. 


Address “‘A. P.”’ 
Care DISPLAY WORLD 


SALESMEN WANTED 


Baltimore and W sabinabon. Southern and Mid- 
west territories. Good line of display accesso- 
ries and novelties. Liberal commissions payable 
weekly. Fine opportunity for fixture men who 
travel to earn a good additional income. 


Address “D. C.” 
Care DISPLAY WORLD 








Position Wanted — Display artist and window 
trimmer desires change. Able to take charge of 
part or complete dept.; design, produce back- 
grounds, any media. Know painting, modeling, 
molding and casting in plaster, rubber, papier- 
mache and finishing. Animated windows a spe- 
cialty. 5 yrs. pres. position. Refs., sketches and 
photos. Prefers Midwest or New Eng. states. 
Address “A. R.,” care DISPLAY WORLD. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, II. 


DISPLAY SPECIALIST WANTED by Con- 
necticut mfr. to handle purchasing and produc 
tion of fine store disps. other than cardboard. 
Ingenuity needed. Also ability to find unusual 
materials and extra good values. Knowledge of 
jewelry trade and sketching ability desirable. 
Salary, approx, $2.000. Good oppor. Send evi- 
dence of qualific _ to “BOA M. C.,” care 
DISPLAY WORLI 














Creative Display Training in all branches, in- 
cluding Windows, Interiors, Backgrounds, Show- 
cards, Exhibition Booths, Model Building; also 
Retail Advertising. Intensive 6 week Summer 
Courses start July 7th. Low tuition. Free 
Placement Bureau. Request Booklet “DW” 


DISPLAY INSTITUTE 
3 E. 44th St., New York MUrtray Hill 2-5567 


DISPLAYMAN WANTED 


Excellent opportunity for young man with expe 
rience in men’s wear. Give complete details as 
to experience, including names of stores where 
formerly employed. Also include small photo 
graph. 
Address “W. N.” 
Care DISPLAY WORLD 
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RECLAIMED 


Your used Cutawl chisels Nos. 24, 0, and 3 re- 
sharpened as good as new for— 


30c per Doz. 


JOHN MEIKLE MFG. Co. 
1902 E. Cook St. Springfield, Ill. 


DISPLAY MGR., formerly with N. Y. dept. 
store, years’ experience all branches display 
field. Thorough art and theatrical stage design. 
Education enables me to design and create dis 
play settings. Now available. Prefer location 
in radius 150 miles of New York. 


ROBERT ROECK 
7710 Narrows Ave. Brooklyn, N. Y. 








COURSES IN WINDOW & STORE DISPLAY 


Background Design: Merchandising Ideas; Ex- 


hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 


Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW6. 


SALESMEN WANTED 
For established display novelty and figure house 
to sell to smart shops and dept. stores who 
have good contacts and are fully exp. Write 
stating refs. and state territories covered. 
Adress “SPECIALTIES” 


Care DISPLAY WORLD 
175 Fifth Ave. New York City 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 


CUTAWL FOR SALE 
Slightly used Model K-9A Cutawl for 
sale with case and circle cutting attach- 
ment. A wonderful buy. Address 
K. WEIDENHEIMER 
Kinsley, Kan. 








SALESMEN WANTED 


By leading manufacturer of highest grade man- 
nequins and complete display equipment. East- 
ern and Southern territories. Write stating full 
particulars. 
Address “DISPLAYS” 
Care DISPLAY WORLD 
175 Fifth Ave. New York City 


ASSISTANT WINDOW TRIMMER WANTED 


A young man thoroughly experienced in trim 
ming department store windows in a high-type 
store, where displays have smart fashion appeal. 
State age, marital status, employers, references, 
etc. Write or apply 
GILMORE BROTHERS 
Kalamazoo, Mich. 








REPRESENTATIVES WANTED FOR 
PLASTIC DISPLAY NOVELTIES 


Optical Displays, Plastic Card Holders, Lucite 
Shoe Fixtures. Several territories open. Write to 
TRANSPOSTER SERVICE 
21 Follen St. Boston, Mass. 











POSITION WANTED 
Display manager, married, 19 years’ experience 
in every branch of display. Ready-to-wear spe- 
cialist. Thorough knowledge of silk screen 
process work. Designer and constructor of mod- 
ern displays and backgrounds. Available on 
short_notice. References. 


Address “BOX R. C.,” care DISPLAY WORLD 











WANT ADS—Oi all kinds, eligible for the Opportunity Exchange. 
July forms close July 10. 


cash with order. 


Only $2.00 per inch, 
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New Display Club 
For Spokane 

Displaymen and cardwriters of Spokane 
recently reorganized the old Spokane Dis- 
playmen’s Association, adopted a new name, 
The Spokane Display Club, and at the first 
meeting of the new group elected the officers 
and established a policy which has as its 
purpose closer cooperation between display- 
men and their employers, recognition as an 
active civic service group and elevation and 
prestige for the display profession in the 
city of Spokane. Ultimate goal of the new 
organization will be the betterment of its 
members through increased salaries and bet- 
ter working conditions. 

The new president is Wayne Corey, Cres- 
cent Store, and other officers include: Lonnie 
Miller, J. C. Penney Company, vice-presi- 
dent: Clark Dietrich, Eastern Outfitting 
Company, secretary, and Bob Healy, Cres- 
cent Store, treasurer. Trustees elected were 
Arnold Styff, Palace Store; J. G. Runkel, 
Runkel Display Service, and Reed Long, J. 
C. Penney Company. 

The club has adopted a new set of by- 
laws. A high rate of dues in accordance 
with the objectives planned by the group, has 
been set. Out of a potential membership of 
sixty displaymen and cardwriters in the city, 
thirty-five thus far have affiliated. 

Committees and their personnel include : 


membership, C. H. Fogelquist, Fogelquist’s 
Men's Shop, chairman; Charles Fyfe, Cres- 
cent; Ed Jackson, Penney’s, and Everett 


Kirkpatrick, John W. Graham 
Education and entertainment, Everett Kirk- 
patrick, Graham's, chairman; Y. D. Peter- 
son, Crescent; Bob Garvin, Sears Roebuck & 
Co., and Forrest Emry's.  Pub- 
licity, Vie Linden, Crescent, chairman; Lon- 
nie Miller, Penney’s, and Oscar Oeccks, 
Montgomery Ward & Co. Courtesy, J. B. 
Shepard, Crescent, chairman; Emil Swen- 
son, Crescent, and Bob Briggs, Peters’ Flor- 
ists. Employment, Arnold Styff, Palace 
Store, chairman, and Ted Miller of Garrett, 
Stuart & Somner. 

The civic affairs committee, 


Company. 


Robbins, 


comprised 
nine members of the club, will maintain con- 
tinual contact and representation with all 
civic and trade organizations such as_ the 
Retail Trade Bureau, The Ad Club and the 
Senior and Junior Chambers of Commerce. 
The all-important adjustments committee, 
headed by Ray Hering of the Crescent 
Store, will have as its purpose the adjusting 
of wages, hours and working conditions. 
Honest effort will be made by this committee 
to correct present conditions, based on a 
fair and impartial survey of the situation 
as it now exists. Other members of the com- 
mittee are J. G. Runkel, Runkel’s Display 
Service; Earl Pendleton, Owl Drug Com- 
pany, and Lester Hunt, Tull & Gibbs. 

The club meets regularly on the first 
Thursday of each month and expects very 
soon to establish a permanent headquarters 
at a convenient downtown location. 





News Material Welcomed 


By DISPLAY WORLD 

DISPLAY WORLD is always glad to 
receive news of the field for publication in 
its columns. News events of -all kinds— 
changes in positions, deaths, weddings, new 
developments—all are welcome. 
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Kindly advise us what type of 
camera can be used to take day and night 


Question : 


photographs of display windows; also let 
us know where we can purchase this equip- 
ment. Hazleton, Pa. 

Answer: In buying photographic equip- 
ment it is possible to spend as little or as 
much as wishes. For a general, all 
around camera of seasonable cost, very well 
suited for window photography, we would 
recommend the “Argoflex,” Model FE, made 
by Argus, Inc., Ann Arbor, Mich. This is 
priced at $35 and its double feature 
makes it especially good for taking photo- 
graphs where want to see in the lens 
the exact size the finished picture will be. A 
somewhat similar camera is_ the 
Flex,” made by Mimosa American Corpora- 
tion, 485 Fifth avenue, New York City. It 
is priced at $62. 


one 


lens 


you 


“Beier- 





Question: | am organizing a show card 
school and am looking for kind 
of a text this work. What 
would you recommend for beginners? Mays- 
ville, Ky. 
Answer: Our 
SIGNS of the 


here some 


book to use in 


publication, 
“Simplified 


companion 
Times, publishes 


Show Card Writing for Beginners,” priced 
at $1. It should be very helpful for your 
class. 


let me know how to clean 
fingerprints off of mannequins. Water will 
not remove them, and I am afraid to use 
gasoline as it might take the finish off. 
etteville, Ark. 

Answer: There are several 
market. The 
been 


Question: Please 


Fay- 


mannequin 
cleaners on the addresses of 
the makers have 
many displaymen prefer to use plain Ivory 
which is about as good as anything. 
For the arms, and hands which may 
get more fingermarked, many find it 
Lava This should 
used on the mannequin’s 


sent you. However, 
soap, 
bodies, 
badly 
necessary to use soap. 
not, however, be 
face. 

Question: Can you tell us where we can 
get ink for use on a sign printing machine? 
Mount Vernon, Ohio. 

Answer: We have always found it ad- 
visable to use the ink recommended by the 
maker of the card-writing machine. Most 
of these firms have experimented at consid- 
erable length to determine the exact ink 


which will work best with their equipment 
and tor that reason we suggest that you 
write the manufacturer of your particular 


type of machine. 


Question: Out of the total advertising or 
publicity appropriation for the average store 
in 1939, what percentage was set aside for 
display 7—Weehawken, N. J. 

Answer: According to a survey by the 
National Retail Dry Goods Association, the 
average store in 1939 devoted 15 per cent 
of its total publicity budget for display. For 
1938 the figure was 13 per cent; for 1937, 


11 per cent. 
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“PLL BE LOOKING FOR YOU!” 





Carole Coronet «ee 


“D-n.’* ftrget to meet me at Booth 59 


a-d Ro-m 211 at the Csnvention! 
I’m the lass, you know, whose in- 
terckengeable paris have created 


” 


a sonsation. Don’t forg>t! 


| “COME UP and meet the family!” 








Summer Arrives Ahead of Schedule! 


So Does Summer Buying! 
with 


Eaton GRASS MATS | 


on the job 


Eaton Grass Mats—with their velvety smooth- 
ness and colorful appeal—bring a summery 
atmosphere to your displays. Summer mer- 
chandise looks more seasonal—weeks ahead 
of time. So get going now! You can get 
prompt delivery from your display jobber. 
Standard size mats 3° x 6’; also 3 sizes of 
round mats. And be sure to ask about Eaton 
Scatter-grass—the luxuriant “scatterable” grass 
that enables you to fill in awkward spaces. 
li's new—different—economical. 
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EATON BROTHERS CORP. 


HAMBURG 


- NEW YORK 











SATIN-GLO BROCADE--QUILTED SATIN- 
GLO---SATIN-GLO BRIAR Leatherettes 


All carried in stock for immediate shipment 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION +e eae 
DISPLAY EQUIPMENT FOR SA 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 











AT THE SHOW 
IT’S MILEO gat 


Room I 
Booth 19 


P.C. MILEO, 7 West 36 St., New York 
Manufacturer of MANNEQUINS Since 1900 
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Firm 


Street.... 


City 





Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 





If you do not find 


If we do not have the information 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Crepe ag 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Ane rag (Window) 

er Mache Specialties 
Photossaphic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 


[J] Wigs 
(J Window Lighting 


(1) Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
CJ Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 


State 
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Merchants 
“old-time” 
cussed display and displaymen of 1901. 
staff of one big store with which I was con- 
nected averaged twelve hours work a day 
excepting on Monday, when we often worked 


1916 

Record & Show 
displayman dis- 
“The 


Writing in 
Window, an 


sixteen or eighteen hours. In addition to 
this there was always a certain amount of 
Sunday work to do. On Monday we 
came to the store at 8 o'clock in the morning 
and we worked from then until 1 or 2 the 
next morning. On other days, if a man left 
the store at 2 o'clock in the morning, he 
reported at 2 o'clock the same afternoon. 

. It was the style then for certain stores 
to go in for elaborate trimming of the whole 
establishment. These special trims aver- 
aged six or seven a year, and took several 
weeks to complete. While they were under 
way it was nothing out of the ordinary for 


the staff to work from sixteen to twenty 
hours a day, eating what and when they 
could. When we were doing these trims in 


the summer, our leisure hours were spent in 
snatching forty winks in a nearby park, 
while in the winter it was often a case of 
cuddling up on a bed of cheese-cloth trim- 
ming and napping a few hours.” 

Omaha displaymen organized a_ display 
club with E. J. Berg as president; he was 
assisted by Ora E. Rinehart, vice-president ; 
W. M. Sheppard, secretary; E. L. Holland, 
treasurer, and the following trustees: Phil 
Armour, L. Hertzberg, and J. Graham. 


JUNE, 1931 


At the International Association of Dis- 
play Men convention in Boston, Emile 
Schmidt, Gimbel Brothers, Philadelphia, was 
reelected president of the organization. Other 
officers named were Carl V. Haecker, Mont- 
gomery Ward & Co., Chicago, first vice- 
president; William Scharninghausen, 
Marche, Seattle, second vice-president ; 
eph B. McCann, S. Kann Sons Company, 
Washington, third vice-president; I. KE. Ogg, 
Moore Dry Goods Company, Sharon, Pa., 
treasurer; James W. Foley, Chicago, execu- 
tive secretary. (A project was on foot at 
that time to merge the I. A. D. M. with the 
National Dry Association, and this 
proposition came in for considerable discus- 
sion during the convention.) 

The Display Installation Association was 
formed at Boston, composed of display serv- 
ice representatives. R. S. .Rileigh, Rileigh 
Window Display Service, 


) 
20N 


Jos- 


Goods 


Kingston, Pa., was 
elected president; Herbert M. Copellman, 
New England Window Display Service, 
3oston, vice-president; S. J. Hanick, S. J. 
Hanick Company, Philadelphia, secretary, 
and E. P. Browder, Windo-Craft Display 
Service, Buffalo, treasurer. 


Frank Stevens, formerly with James Mc- 
Creery & Co., New York City, became dis- 
play manager for Gimbel’s, Pittsburgh. 

P. S. Williams, for twenty years in charge 
of display for Scruggs, Vandervoort & Bar- 
ney Dry Goods Company, St. Louis, re- 
signed. 
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Ace Paper Co., Inc ... 
Adler-Jones Company .... 
Advance Displays, Inc.... 
Air-Way Electric Appliance Corp. 
Ajax Box Company ane 
Arranjay Co 


1941 


Association of Display Equipment Mfers. ee 


Barrango & Co., C 

Becker Sign ~~ Co 

Bliss Display 

Botanical Dasesative Supply | Co 
Brischograph Co., The 
Brosnan, Inc., Mary 

Bulkley, Dunton & Co 


Carrata Co 

Carstenite Sales 

Chicago Cardboard Co 
Clopay Corp. 

Columbus Coated Fabrics 
Copeland Studios, Ruth 
Coy, Disbrow & Co 
Creative Art Display Co 


Darling, L. A 

Detroit Show Case Co 
Display Associates 
Display Equipment Corp 
Display Mannequin, Inc 
Display Mfgrs. Mart 
Display Products Co 
Durable Displays, Inc 


Eaton Brothers Corp 
Excelsior Paper Specialties Co 


Facil Fabric Co 
Flame-Glo Co., Inc 
Friedrich & Dimmock 


Garrison-Wagner Co 
General Display Corp 
Goodman Flexible Sleeve Form Co 
Greggory, Inc 

Greneker Studios, Inc 

Grossman & Silvers 


Haida Displays, Inc., Victor 
Hamberger, Inc., David 
Hansen Mfg. Co., A. L 
Hotel Sherman 

Hudson Specialty Co 


International Assn. of Display Men 
International Register Co 


Kaufman Studios, Ellen 
Korrect-Way Display Products 


66, 75, 78, 82, 84, 87 


75 


Inside Front Cover 


Maharam Fabric Corp 
Mannequin Display Studios 
Mannequins of Tomorrow 
Marien Products Co 
Marquardt & Co 
Merkle-Korff Gear Co 
Messmore & Damon 
Mica Insulator Co 

Mileo, P. C 

Monsanto Chemical Co 
Moortgat Studios 


New York Solar Print Co 
Opportunity Exchange 


Pacific Bamboo Products Co 
Paasche Airbrush Co 
Printloid, Inc 

Prop Shop, The 


Redikut Letter Co 
Reflector Hardware Co 
Reyburn Mfg. Co 

Roehl Studios, Virginia 
Rohm & Haas 


Schack Art. Flower Co 
Scheuer Art Metal Mfg. Co 
Select Art. Flower Co 
Service Bureau 

Sherman Paper Products Co 
Sherwin-Williams Co 

Shoe Form Co 

Siegel, Nat 

Silvestri Art Mfg. Co 
Slomon, Ira 

Spadea Studios 

Spanjer Brothers 

Speedway Mfg. Co 

Spiegel Corp., G. B 
Stensgaard & Associates, Inc., W. L 
Sun Filter Shade Co 


Taffel Brothers 
Thayer & Chandler 
Transparent Shade Co 
Tru-Tree Studios 

U. S. Plywood Co., Inc 
Vazah, Inc 

Williams, Inc., Jas. B 
Williams Studios, Sue 
Wold Air Brush Co 


Zeppen-Field Studios, W. M 
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MARQUARDT & CO., INC. 








If you have a problem in display that “Can’t Be Done”’, 


here is a chance to see the unexpected. 
107 Inch Wind-O-Width 107 Inch 
Display Paper 


In New Created 3rd Dimensional Units. 


New Styled Colors: fiber tan, blush rose, peach, 


chocolate, gentian, turquoise and a score of others. 


First Showing I. A. D. M. Convention room 502 


One Look and you will really ask yourself, 


Display Paper Division 


See the New Created Units and New Colors Styled by Staples-Smith, Inc. 











75 SPRING ST.,N. Y.C. 


